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Hobson Is Choice... 


Bates Acquires 
Hobson Agency 
as British Unit 


Adding First Non.-U.S. 
Office Boosts Billing 
Total to $130,000,000 


Lonpon, July 7—Ted Bates & 
Co., frustrated last year in its at- 
tempt to buy Masius & Fergusson, 
a Colgate agency in Britain, suc- 
ceeded today in 
acquiring John 
Hobson & Part- 
ners, another 
Colgate shop 
here. 

The London 
agency will be 
operated as Hob- 
son, Bates & Part- 
ners. John W. 
Hobson, _chair- 
man, goes on the 
board of Ted 
Bates & Co., and two Bates exec- 
utives—Rosser Reeves, board 
chairman, and James C. Douglas, 
exec vp—become board members 
of Hobson, Bates. 

Messrs. Reeves and Douglass 
were in London today for the sign- 
ing of the papers. Mr. Reeves, who 
flew to London last year trying to 
close the Masius & Fergusson deal, 
said today that the Hobson agency 
is the “best outside the U. S.” 


Rosser Reeves 


= The proposed buy of Masius & 
Fergusson, Britain’s fifth largest 
(Continued on Page 8) 
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Rep. Multer Attacks 
Babbitt's U.S. Stamp 
Offer as ‘Racket’ 


WASHINGTON, July 9—B. T. 


\savings stamps as merchandise 
|premiums came in for a scolding 
in the House this week, as Rep. 
| Abraham J. Multer (D., N.Y.) de- 
| nounced it as “a racket” which 
ought to be outlawed. 

The consumer-minded New 
Yorker rebuked Treasury officials 
for encouraging the Babbitt pro- 
motion, contending that it is “an 


also contended that it is likely to 
prove costly to the consumer, and 
that it enables selected firms to 
have undue competitive advan- 
tages. 

To show he means business, 
|Rep. Multer punctuated his re- 
marks by introducing a bill pro- 

(Continued on Page 77) 


Babbitt Co.’s plan to use US.}| 


advertising trick demeaning to the | 3 
dignity of the United States.” He|~ 


THE NATIONAL NEWSPAPER OF MARKETING 


NEW CHIFFON—This ad will run 
Aug. 2 in supplements in Chicago 
and Milwaukee in a 13-week test 
for Armour’s new Gentle Chiffon. 
Daytime tv also will push the 
brand, which bows nationally later 
this year. Foote, Cone & Belding 
is the agency. 


Supplements, Farm 
Papers Off Slightly; 
Magazine Center Opens 


New York, July 9—Yesterday 
the magazine industry held a mod- 
est party to celebrate the opening 
of its new magazine center at 444 
Madison Ave. The center will house 
the Magazine Publishers Assn., 
Central Registry Bureau and the 
Magazine Advertising Bureau, and 
there was a brisk breeze of con- 


Despite Advertisers’ Worries ... 


Private Brands’ Gains 
Are Slowing, AA Finds 


Private vs. National 
Brands Battles Mostly 
Within Product Groups 


New York, July 9—This year 
most meetings in the food busi- 
ness have featured worried dis- 
cussions of the rise of private 
brands in grocery stores. 

A check by ADVERTISING AGE 
- this week indicated that there isn’t 
quite so much reason to be con- 
cerned over the private label’s 
progress—(1) because it isn’t as 
rapid as it has been, although the 
last eight years have seen a lot of 
growth, and (2) because the re- 
tailer, while fond of the profit 
margin in the private label, is per- 
haps more knowledgeable than he 
was about the necessity of national 
brands’ presence to make private 
labels move. 


s For the food field, here are some 
highlights of the check: 


1. It is not simply a battle be- 
tween private vs. national labels, 
but rather a series of engagements 
in different product categories. The 


success or failure of any private 
label entry depends strongly on 
conditions within the specific prod- 
uct classification. 


2. Major advertised national 
brands are often not hurt by pri- 
vate label entries. It is the sec- 
ondary brand that usually suffers. 


3. New label growth trends may 
stem from regional or local situa- 
tions, not necessarily from private 
label growth. 


4. There appeared to be no evi- 
dence of a major swing in 1958 to 
or from private or national labels. 


a Why are private labels attrac- 
tive to food merchants? 

Norman S. Rabb, vp of Stop & 
Shop Inc., Boston supermarket 
chain, gave four cogent reasons in 
a talk before the New York chap- 
ter of the American Marketing 
Assn. in April. 

1. They give the retailer a bet- 
ter profit margin. 

2. Nevertheless, the retailer can 
offer consumers comparable qual- 
ity at a lower price than the na- 

(Continued on Page 77) 


Magazine Ad Volume in Ist 6 Months 
of ‘59 Is Up $30,783,630, PIB Reports 


fidence in the proceedings. 

Part of the reason was evident 
today with PIB’s report of the 
first half for magazines: General 
magazines in the first half of 1959 
ran 36,581.9 pages, with a dollar 
volume of $368,630,007; in the 
first half of 1958, comparable fig- 
ures were 35,199.6 pages and $337,- 
846,377. 

Farm magazines were down 
slightly in pages and revenue—in 
the first half of ’59 they carried 
1,724.9 pages and $14,037,079 com- 
pared with 1,792.4 pages and $14,- 
262,571 in the first half of 1958. 

Totals for the two groups were 
38,306.8 pages and $382,667,086 in 
1959’s first six months, compared 
with 36,992.1 pages and $352,108,- 
948 in the first of 1958. 


a National newspaper _ supple- 
ments showed a drop which has 
been evident through the first 
half. They carried 1,409.8 pages 
and $49,819,733 for 1959, compared 
(Continued on Page 77) 
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Admen Tell FCC: Nets 
Should Run Programs 


FCC Probers Told 
Multiple-Sponsor Trend 


Aids Many Advertisers 


New York, July 10—Some of 
the most powerful behind-the- 
scenes figures in tv this week 
were on center stage as the Fed- 
eral Communications Commission 
turned its program probe spotlight 
on the agency business. 


Cunard Cruises 
to Compton Berth 


Announcement of Shift 
Follows ‘Separate’ Move 
from Ellington by Kelly 


New York, July 10—The Cun- 
ard line is steaming into Compton 
Advertising, trailing behind its ac- 
count supervisor, James Kelly. 

Mr. Kelly’s appointment as vp 
and creative group head at Comp- 
ton was announced last week (see 
story on Page 32). He was former- 
ly a vp at Ellington & Co., where 
he supervised the Cunard account. 
Mr. Kelly expects to move over to 
Compton at the end of the month, 

Compton announced today that 
the Cunard Steam-Ship Co. will 
become a client Sept. 1. 

Mr. Kelly wrote a book last 
fall, called ‘“‘The Insider.” It por- 
trayed life in a bigtime agency, 
according to AA’s review, as “a 
compound of frustration, intrigue 
and deceit.” He was scheduled to 
deliver a manuscript to his pub- 
lisher June 1 called “The Confor- 
mer,” a novel to be set against a 
broadcasting background. 


s George O’Reilly, advertising 
manager of Cunard, told ApvEerTIs- 
Inc Ace that Compton was picked 
“on its own merits.” He said: “We 
made our own decision. Naturally 
(Continued on Page 77) 


Last Minute News Flashes 


Chesebrough-Pond's Reassigns McCann Accounts 
NEw York, July 10—Chesebrough-Pond’s Inc, and McCann-Erick- 


son will terminate their 47-year relationship Oct. 15. The products 
involved—Vaseline hair tonics, Lip Ice pomade and the Pertussin 
cough remedy line—will be reassigned among the company’s four 
other agencies within the next few weeks. The account bills about $3,- 
000,000. McCann was sole domestic agency for Chesebrough Mfg. Co. 
from 1912 until 1955 when it merged with Pond’s Extract Co. 


Ward Switches Tip-Top Bread from JWT to Grey 


New York, July 10—Ward Baking Co. has appointed Grey Adver- 
tising to handle its $3,000,000 Tip-Top bread account, succeeding J. 
Walter Thompson Co., the Ward agency since 1941. Last December 
Ward also switched its Tip-Top cake line from JWT to Grey. The cake 
line will now be moved to a second agency “in keeping with the com- 
pany’s multiple-agency policy.” The company is aiming for a Nov. 1 
takeover date for the new agency. Grey will finish up the fall program 
for the cake line, which bills between $600,000 and $700,000. 


C&O Names Meldrum & Fewsmith 


CLEVELAND, July 10—Chesapeake & Ohio Railway has appointed Mel- 
drum & Fewsmith, Cleveland, to handle its account—billing approxi- 
mately $300,000—effective Oct. 1. C&O is leaving its present agency, 
Robert Conahay Inc., New York, because of the latter’s acquisition of 
the New York Central Railroad account (AA, June 8). 

(Additional News Flashes on Page 81) 


The radio-tv bosses of ten of 
the country’s top agencies were 
queried during the four-day hear- 
ing before Chief Hearing Exami- 
ner James C. Cunningham. These 
sessions were a part of the com- 
mission’s protracted effort to de- 
termine the extent to which net- 
works or others’ control tv 
programming, with particular at- 
tention to alleged tie-in practices 
or other pressure tactics. If the 
study uncovers situations that seem 
to warrant it, remedial legislation 
may be recommended. 

A good deal of time was con- 
sumed setting forth such basics as 
(1) how an agency goes about for- 
mulating a marketing plan that 
includes tv, (2) the factors in- 
volved in the selection of a specific 
show and (3) the agency’s creative 
role—if any—in that show and 
how that role may vary for net- 
work or non-network-controlled 
packages. 


= The testimony indicated that the 
networks have been able to tight- 
en their control over program- 
ming due to the improved business 
picture and the trend toward mul- 
tiple-sponsored programs. These 
shows are for the most part li- 
censed and controlled by, though 
(Continued on Page 80) 


Lewin Seeks 3rd 
Arbitrator in 
Agency Action 


New York, July 8—A. W. Lew- 
in, who has initiated arbitration 
procecdings against Mogul, Lewin, 
Williams & Saylor for alleged 
breach of contract, took his case 
to court today by filing an appli- 
cation in supreme court for the 
appointment of a third arbitrator 
to rule on his dispute with the 
agency. 

Under the arbitration proceed- 
ings, Mr. Lewin was to name one 
arbitrator, the agency a second and 
the two arbitrators, in turn, were 
to name a third. They have been 
unable to agree on the third mem- 
ber and Mr. Lewin has asked the 
court to make an appointment. 

—_ papers are returnable July 
14. 


= Mr. Lewin, who was chairman 
of the board following the merger 
Jan. 1 of Lewin, Williams & Say- 
lor with Emil Mogul Co., apparent- 
ly left the agency more than two 
months ago. 

When his absence was first re- 
ported in ADverTIsiINc Ace (AA, 
June 15) it was greeted by silence 
from both sides. Since then Mr. 
Lewin has issued a statement say- 
ing his contract was “arbitrarily 
breached” and his services as 
chairman and director have been 
“terminated.” 

Agency President Emil Mogul 
has denied the breach, saying that 
Mr. Lewin initiated a request for 
withdrawal from the agency “and 
his proposal was accepted,” # 
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Anheuser-Busch Builds 
Marketing, Hikes Sales 


Busch Bavarian Barrel 
Gain Tops Bud's; Net 
Sales Rise 17% in ‘59 


'@ Achieved 


ing 1,637,413 bbls.—a 20% increase 


over the first quarter of record | 


1958. 


these gains when 


| brewing industry sales were down 


By Merle Kingman 

Sr. Louis, July 7—The hottest 
marketing team in the beer indus- 
try today is at Anheuser-Busch— 
and it isn’t just the July tempera- 
tures in this steaming city. 

As one beer wholesaling source 
put it (a hardbitten fellow not 
given to easy praise of brewers): 
“Anheuser-Busch is hot right now 
—everything they do is right.” 

This is a sharp change from 
only four years ago, when things 
were going wrong for this third- 
generation brewery run by the 
Busch family. 


s The company, whose sales and 
earnings dropped off disappoint- 
ingly for two successive years in 
1954-’55, turned the tide in 
1956 by taking strong measures in 
its sales-advertising-merchandis- 
ing-sales promotion operations. 
Since then sales and earnings have 
moved up with impressive and 
increasing acceleration as_ the 
company: 


e Wrested first place in beer 
sales from Schlitz in 1957, exceed- 
ing 6,000,000 bbls. for the first 
time in four years. 


e Widened its hold on first place 
by more than 1,000,000 bbls. in 
1958, as it boosted sales 14% to 
6,982,022 bbls., an industry record. 


e Racked up the highest first 
quarter in its history in 1959, sell- 


Disclaim Liability 


or barely holding their own (down 
nearly 1% in 1957, up 0.5% in 
1958). 


s This remarkable switch from a 
downskid to new heights demon- 
strates how temporary things can 
be—even success, as Anheuser- 
(Continued on Page 70) 


Ladd, Southward, 
M. Glen Miller 


Agencies Combine 


Cuicaco, July 10—Two Chicago 
agencies—Ladd, Southward & 
Bentley and M. Glen Miller Ad- 
vertising—are combining opera- 
tions in what John W. Ladd, LS&B 
president, described as an expan- 
sion program for both companies. 

At the same time, Sidney A. 
Wells, a former McCann-Erickson 


chairman of its plans board. The 
combined organization will operate 
under the Ladd, Southward & 
Bentley name, with M. Glen Miller 
Advertising as a wholly owned di- 
vision of Ladd, Southward in ex- 
panded quarters at 300 W. Wash- 
ington St. 

Mr. Ladd is 
president and 
treasurer. 
M. Glen Miller 
becomes senior 
vp and a director, 
and Charles F. 
Southward and 
R. Ford Bentley, 


| REGIONAL TIE INS—Lawry’s is varying its ads for its dressing mixes to 
tie in with various other advertisers in regional editions of Sunset 
Magazine in July. As shown here, it is tying in with Regina wine 
vinegar in the central and southwestern editions and with Napoleon 
olive oil and wine vinegar in the northwestern editions. The now 
defunct California Advertising Agency placed these ads. The Lawry’s 
account is currently handled by Doyle Dane Bernbach Inc. 


Lone Star Legislator 
Also Sought Graduated 
Newsstand Price Levy 


AusTIN, TEX., July 7—The Tex- 
as house of representatives last 
| week voted against a proposal to 
tax newspaper advertising and) 
newspaper circulation, by a vote 
of 103-28. 

Rep. Bill Stroman of San Angelo} 
offered the plan during a special | 
session of the legislature to find 
|additional income to offset an ex- 
pected deficit for the next two| 
years. 

Mr. Stroman said his proposal | 


Texas Legislators Kill Bill to Tax — 


Dailies %¢ per Inch on Ads Over $1.20. 


vp, will join the organization as | 


tional, asserting courts have held 
it is a violation of freedom of the 
press to tax advertising. 
“Things have changed a whole | 
lot since then,” Mr. Stroman re-| 
plied. “The Constitution doesn’t | 
(Continued on Page 79) 


Use of Premiums, 


Contests Dips 4%, 


Survey Indicates 


NEw York, July 7—For the first 
time since its inception, the sixth 
annual “Survey of Premium & 
Contest Advertising in Consumer 


iseph Harris; 


both vps, com- 
plete the agency’s 
four director- John Ladd 
Or Medla DUYS, =“. 
As plans board chairman, Mr. 


. i. Wells, who retired from McCann 
Agencies Advised jizz’ sisi tis. Sida 


the creative and planning activities 


CHATHAM, Mass., July 7—A 
suggestion that agencies stop ac- 
cepting the liability for an adver-| 
tiser’s purchase of time or space 
was put forth by Morton J. Simon, 
authority on advertising law, at the | 
sixth annual management confer- 
ence of the National Federation of | 
Advertising Agencies. 

Mr. Simon, author of “The Law 
for Advertising & Marketing,’ | 
recommended use of the non-com- 
mittal form of space order which 


employs the words, “as agent for of th iene 
: Ghen iaa® e agency. Mr. Wells, with Mc- 
the advertiser he the agency | Cann since 1926, was named vp 
signature, or the disclaimer form. and Chicago manager in 1952. In 
The latter negates any American 1968 he became einbcahalvenan of 
eee See by |the board and managing director 
ho aah wth ig "tof the German office and resided 
“A a t ane tr eet oot, Europe until early last year 
— y ‘when he returned to New York 


tions of the recent consent decree corporate headquarters before 
makes this procedure entirely leaving McCann 


feasible,” Mr. Simon added, # | 


Sidney Wells 


M. Glen Miller 


|@ The merged company will have 
Larson to Wausau Ad Post ‘a staff of about 20 persons, and | 
John J. M. Larson, formerly with the Miller division will continue 
Crystal Tissue Co. and Kimberly-|to handle all current Miller ac- 
Clark Corp., Neenah, Wis., has|counts. Mr. Miller founded his 
joined Wausau Paper Mills Co.,| agency in 1930. 
Brokaw, Wis., as advertising and| Ladd, Southward is a specialist 
sales promotion manager. Charles|in the industrial field, with about 
T. Elliott, sales vp of Wausau Paper | 75% of billings made up of indus- 
Mills, continues in that post. The | trial accounts, The expansion will 
July 6 ApveRTISING AGE erroneous- | broaden the agency’s background 
ly reported that Mr. Elliott had/|in consumer advertising, Mr. Ladd 
been named to the ad and sales| said. + 
promotion manager post. 
Hepple Joins Armour Alliance 
Tandy Hires Holdsworth | Robert C. Hepple has been ap- 
Ben H. Holdsworth has been|pointed marketing director of 
named general manager of the|Armour Alliance Industries, Ar- 
Montreal office of Tandy-Richards|mour & Co., Alliance, O. Mr. Hep- 
Advertising. He formerly headed | ple formerly was with the Cleve- 
his own business as a marketing/land office of Booz, Allen & 
consultant. Hamilton Co, 


would cost newspapers about 80¢| Publications, Radio & TV” shows 
a page. Specifically, it set a tax of|a decline in these forms of pro- 


l%6¢ per column inch on advertising | 
sold for more than $1.20. The tax | 
went to 50% for political advertis- | 
ing, and excluded classified adver- | 
tising. Mr. Stroman’s proposal was 
aimed at income from daily news- 
papers, and excluded newspapers | 
publishing less frequently than 
three times a week. 


® He also proposed a tax of 1¢ on 
each newspaper sold for 6¢, up to 
15¢; and a 2¢ tax on newspapers 
selling for more than 16¢. Few 
newspapers in Texas, if any, sell 
for more than 5¢ daily, but Sunday 
editions in the largest cities sell for | 
more than 15¢. } 

A Dallas legislator, John Cros- 
thwait, commented that Mr. Stro- 
man’s proposal was  unconstitu- 


motional activity, Premium Prac- 
tice reports in its July issue. 

Fully 62% of the print media 
monitored, the report says, had less 
incentive advertising from Decem- 
ber, 1958, through May, 1959, in| 
comparison with the same period 
of the previous year. There was an 
over-all 4% decline. 

Good Housekeeping led the list 
in average number of offers per 
issue, with Ladies’ Home Journal 
and McCall’s following. Life had 
the most total space during those 
six months, followed by Parade 
and Look. 

Though Columbia Broadcasting 
System regained the lead from 
American Broadcasting Co., all ra- 
dio and tv networks had a drop-off 
in incentive commercials. + 


Another First for Veteran Broadcast Gal; 
Reggie Schuebel Named VP of GB&B 


New York, July 7—Guild, Bas-| 
com & Bonfigli has appointed its! 


first woman vp: Reggie Schuebel, | 


director of network relations for| 
the agency for the past two years— | 
and one of broadcasting’s veter-| 
ans. | 

Few can match 
her experience, 
knowledge and 
contact s— 
and enthusiasm 
—in the field. To 
her, time buying 
is “just as excit- 
ing and creative 
as any part of ad- 
vertising .. . to 
me the challenge 
is finding new 
ways of buying time so you don’t 
follow the leader.” 


Reggie Schuebel 


= Miss Schuebel has rarely played 
follow the leader, even at the be- 


| 


ginning of her career. One of her 
most celebrated innovations came 
in her early days in the business 
when in the late ’20s she con- 
ceived the idea of doing the Bulova 
time signals on radio. 

A later innovation was _ the 
Schuebel alternative for handling 
10-second tv station identification 
spots, The traditional way had 
been for the product and call let- 
ters to be shown together for 10 


| seconds. But in 1954, Miss Schue- 
|| bel put across the idea of separat- 
ling the two, with 7% seconds 


devoted to the advertiser’s mes- 


| sage alone, followed by 234 seconds 


full screen for the call letters and 
channel number. 


s A third Schuebel coup: In 1956, 
as time buyer for the Democratic 


party, she won a lower political 
rate for five-minute segments, 


(Continued on Page 79) 
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BBDO Adds Execs 
in Buildup of Its 
Media Operation 


New York, July 8—Batten, Bar- 
ton, Durstine & Osborn has named 
six associate media directors—all 
new posts—and has created a me- 


| dia plans board. 


The agency has been reorganiz- 
ing its media setup for some weeks, 
having named eight men to various 
posts in the department (AA, June 
8). 

Fred Barrett, vp and media di- 
rector, said the new associate di- 
rectors are Michael J. Donovan, 
who moved from Benton & Bowles, 
where he was vp and assistant me- 
dia director; William E. Beste; Jo- 
Herbert D. Manlo- 
veg; Theodore R. Meredith and 
Richard C. Wright. 

New plans board members, aside 
from Mr. Barrett, will include 
Robert M. Anderson, trade publi- 
cations; S. Austin Brew, newspa- 
vers; Kent D’Alessandro, plans 
and media analysis; Edward C. 
Fleri Jr., spot broadcast; Charles R. 
McKeever, network broadcast; 
Louis E. Millot Jr., magazines, and 
Daniel P. O’Grady, outdoor. All 
will be media supervisors. 

Gert Scanlon has been trans- 
ferred from client contact to media 
liaison “to strengthen commu- 
nication among the agency’s re- 
tional offices.” 


= BBDO said it had beefed up its 
media department executive per- 
sonnel by something like 10% by 
adding, in addition to Mr. Donovan, 
Bruce Doll, Stuart Edwards and 


> 


EDWIN M. MARSHALL has been named 
business manager of Batten, Bar- 
ton, Durstine & Osborn’s radio-tv 
department. He joined BBDO from 
CBS 17 years ago, and will now be 
responsible for all business affairs 
of the department, including pro- 
gram and talent agreements and 
liaison with unions. 


Sam Landers, all from Lennen & 
Newell; Edward Koehler, last with 
Buchanan, which was merged into 
L&N last September and is now the 
Buchanan division of Lennen; Sal 
Cusimano, from Botsford, Constan- 
tine & Gardner; Conrad Ennis, 
from Doherty, Clifford, Steers & 
Shenfield, and Robert Hamilton, 
previously vp in charge of media 
for C. L. Miller Co. 

Reorganization and strengthen- 
ing of the media area stemmed 
from: (1) The new flexibility of 
magazines, which are moving 
strongly into regional editions, (2) 
Sunday supplements’ moves to na- 
tionwide circulation coverage and 
(3) growing equality in the three 
tv networks’ audience potential. 
Mr. Barrett added that these fac- 
tors—plus the rapid increase in 
cost of time and space—joined to 
“place greater demands on media 
planning.” + 


Conner to ‘Nation's Business’ 
David S. Conner has joined the 
advertising sales staff of Nation’s 
Business in Chicago. Mr. Conner 
was formerly district manager of 
Business Week in Philadelphia. 
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Nielsen Ends TV Measurement Battle - 


in England, Merges with Rival TAM — 


Attwood Group Gets 
Voting Majority 
in New Companies 


Black & Decker 
Names VanSant for 
Master Power Unit 


Beprorp, O,, July 7—Master 
Power Corp., newly acquired sub- 
| sidiary of Black & Decker Mfg. Co., 
Baltimore, has assigned its adver- 
| tising to VanSant, Dugdale & Co., 
| Baltimore, and will initiate an ag- 
| gressive advertising campaign in 
pena business papers, it was dis- 
closed by Hal Donofrio, the ac- 
count executive. 


‘Market Strategy... 


AANR-BofA Unit 
Offers Sales Aid 


to Advertisers 


Meeker, Johnson, Foulton, 
Moloney, Lipscomb Are 


gzuntumg 


|Nielsen equipment, including the) 
Nielsen instantaneous system re-| 
cently introduced here. 

One of these new companies will | 
handle tv research business in| 
Britain and Ireland; the other will 
handle tv research in seven Eu- 
ropean countries through a series 
of subsidiary companies. | 

The new companies, a news| 


By Mark Random 


Lonpon, July 7—A. C. Nielsen 
Co.’s Nielsen Television Index has 
bowed out of Britain after a five- 


wh Wo get | 


year battle for supremacy in the 
tv audience field. 

Nielsen and its British competi- 
tor, Television Audience Meas- 
urement (TAM), announced last 
week that they have merged their 
audience research activities into 
a jointly owned operation which 
will offer a single service. 

TAM and Nielsen plan to offer 
this service throughout Western 
Europe, 

The peace pact signaled the end 
of a long and often bitter squab- 
ble. For Nielsen, it was peace with 
honor. But it was still seen here 
as a defeat for the U.S. company 
and a victory for TAM, a subsidi- 
ary of the Attwood Group, a lead- 
ing market research company. 

Both Bedford Attwood, chair- 
man of the Attwood Group, and E. 
P. H. James, director of Nielsen’s 
tv division, stated the two com- 
panies were coming together on a 
50-50 basis (earlier story on Page 
28). 

But it was evident that the Brit- 
ish outfit was going to be top dog. 


= The Nielsen Television Index 
closed down with its report for 
the week ended June 28 and is 
closing its London office. 

Nielsen tv subscribers will be 
offered the TAM service at rates 
identical to those currently paid 
by present TAM subscribers. 

Two new companies have been 
set up to purchase all the shares 
of TAM. They will acquire certain 


Lavenson Hits 
Client ‘Abdication’ 
of Responsibilities 


Once You Do Corollary 
Job, It’s Yours, He Says; 
Agency Marks 30 Years 


PHILADELPHIA, July 7—In the 
face of the continuous expansion 
and addition of services to clients 
by agencies, the head of an agency 
here has stated that though of- 
fering these _ services, 


for the creative advertising serv- 
ice. 

In a 30th anniversary report 
to stockholders, James Lavenson, 
head of the Lavenson Bureau of 
Advertising, viewed with alarm a 
situation where too much respon- 
sibility, which, he said, rightfully 
belongs to the client, is being de- 
manded of agencies. He came out 
strongly for being held responsible 
only for the basics of creating ads 
and placing them. 

“In the last ten years of our 
growth from ‘small’ to ‘medium 
size’ agency,” he said, “we reached 
the point at which, in order to 
meet the requirements of an ex- 
panded and diversified list of 
clients, supplementary services 
were added. Such additions to the 
basic job of creating and placing 
advertisements included market- 
ing, merchandising, research, sales 
analysis, new product develop- 
ment, public relations and often, 
management counsel. 


s “But, although we found that 
(Continued on Page 31) 


agencies | 
should only be held responsible | 


conference was told, have three 


types of voting shares: “A” “B” | ® 
and “C.” | 

The “A” and “B” shares will be| = 
issued in equal amounts and each | roe 


(Continued on Page 58) 


Fitzsimmons 
Agency Gets 3 
Roerig Drug Items 


NEw York, July 8—The ethical 
drug field was percolating again 
this week. 

Donald F. Fitzsimmons Inc., 10- 
month-old agency, was named to 
handle advertising for three J. B. 
Roerig products. Roerig is a divi- 
sion of Chas. Pfizer & Co. 

Two of the products are new. 
The third is Bonadoxin, an anti- 
nauseant formerly handled by 
William Douglas McAdams Inc., 
which continues to service the rest 
of the Roerig line. 

Roerig is familiar territory for 
Don Fitzsimmons. He supervised 
the Roerig account when he headed 
up the Chicago office of McAdams. 
He was also temporarily assigned 
some Roerig business at his previ- 
ous shop, Burdick, Becker & Fitz- 
simmons (now Burdick & Becker). 

The Fitzsimmons agency has also 
latched on to some new business 
from Upjohn Co., ADVERTISING AGE 
learned. The business involves a 
test program on one product. Up- 
john is also a McAdams client. 

Fitzsimmons’ main business up 
to now has been three products 
from Organon Inc. 


e At Erwin Wasey, Ruthrauff & 
Ryan, John F. Hogan, account su- 
pervisor on the big Lederle ac- 
count, has been promoted to a vp. 
The agency said the appointment 
signals an expansion of the medi- 
cal account department. 


e And at Doherty, Clifford, Steers 
& Shenfield, where newly elected 
vp Henry Musser has moved into 
the spot vacated by William Dur- 
yea, Robert McQuinn Jr. was pro- 
moted to account executive on 
Merck, Sharp & Dohme. # 


RAB Marks No. 1,000 
in Station Members 


New York, July 7—The Radio 
Advertising Bureau emitted an 
audible chortle today as it an- 
nounced it had reached its goal of 
1,000 radio station members with 
the addition of KCSJ, Pueblo, Colo. 
In June RAB signed up 42 stations, 
marking the third biggest month in 
its history. 

Kevin B. Sweeney, president of 
RAB, predicted that by the end of 
1959 the promotional group would 
have 1,150 station members, and 
1,400 by the end of 1960. Similarly, 
RAB’s income will be more than 
$1,100,000 by the end of this year 
and ought to be more than $1,200,- 
000 in 1960. 

RAB has station members in 
620 communities in 49 states. Its 
top four states in membership are 
California (68), Texas (55), New 
York (54), and Ohio (49). Along 
with station members, RAB has 
three radio networks and 19 repre- 


sentatives as associate members. # | 


BIRD’S WAY—Western Airlines has 
launched a new newspaper drive 
on the West Coast using these bird 
characters, Hertz ties in with a col- 
umn with the same theme. 


Miles Names 


KVP for New 
Chemical Unit 


Frolich, Otto Keep 
Portions of Account 
in Marketing Revamp 


ELKHART, IND., July 8—Miles 
Chemical Co., Elkhart, Ind., has 
named Klau-Van Pietersom-Dun- 
lap, Milwaukee, to handle its ad- 
vertising. Miles Chemical, one of 
four major divisions of Miles Lab- 
oratories, recently was formed by 
combining the Sumner Chemical 
Co. and the Takamine Laboratory 
divisions and the Miles citric acid 
plant into a single division. 

The other Miles divisions are 
Miles Products, Miles International 
and Ames Co., ethical pharmaceu- 
ticals manufacturer. 

Advertising for Sumner Chem- 
ical formerly was handled by L. W. 
Frolich & Co., New York, which 
will continue to handle Ames do- 
mestic advertising. The Takamine 
division previously was handled 
by Robert H. Otto & Co., which 
continues on Miles export and 
Ames international advertising. 

KVP is the second agency re- 
cently added by Miles Labs. Hen- 
derson Advertising Agency, Green- 
ville, S. C., last week was named 
to handle new products of the 
Miles Products division, which 
markets the heavily promoted 
Alka-Seltzer, Bactine, One-A-Day 
vitamins and Nervine, all handled 
by Wade Advertising (AA, July 
6). 


s Sumner Chemical has research 
and manufacturing facilities 
Zeeland, Mich., and is a producer 
of organic chemicals offered 
bulk form to the pharmaceutical, 
chemical and other industries. 
Takamine Laboratory, with re- 
search and production at Clifton, 
N. J., is a primary producer of en- 
zymes for the feed, food and phar- 
maceutical and other industries. 

The Sumner and Takamine 
names will continue to be used in 
connection with some established 
products for an indefinite “tran- 
sitional” period, Howard F. Rod- 
erick, Miles Chemical president, 
said. # 


Donahue Joins Crane Co. 
Joseph A. Donahue has been 
named manager of sales promotion 


The company, which manufac- 
tures air-powered tools for metal 
working, automotive, aircraft and 
foundry industries, will release its 
new campaign in October, with ads 
scheduled for American Machinist, 
Canadian Industrial Equipment 
News, Factory, Foundry, Industrial 
Equipment News, Machinery, New 
Equipment Digest and Tool Engi- 
neerT. 

J. Early Hardesty, vp and treas- 
urer of Black & Decker, becomes 
president of the new subsidiary, 
and H. L. Williamson is general 
sales manager. Acquisition of Mas- 
ter Power Corp. marks the entry 
of Black & Decker into the air tool 
industry. 


VAN SANT ADDS TWO 
BALTIMORE PAINT UNITS 


BALTIMORE, July 7—Baltimore 
Paint & Chemical Corp. has ap- 
pointed VanSant, Dugdale & Co. to 
handle advertising for two of its 
divisions, Baltimore Paint & Color 
Works Corp., manufacturer of 
Gleem and Wall-Fix paints, and 
Murphy Paints, 

The former agency was §S. A. 
Levyne Co., Baltimore, 

F. M. Rodgers III will be ac- 
count executive, and George Lucas 
copy supervisor. Daniel J. Loden, 
vp of VanSant, will be in charge 
of the account. While creative and 
planning phases start immediately, 
the agency officially begins work 
for the company Sept. 1. # 


Max Factor Names Lyons A.M. 

William Lyons has been appoint- 
ed advertising manager of the 
U.S. division of Max Factor & Co., 
Hollywood, filling the position held 
by Robert Schafhausen, who re- 
signed several months ago and now 
is account supervisor on Rexall 
Drug at Batten, Barton, Durstine & 
Osborn. Mr. Lyons has been with 
Troy Co., Chicago, as brand man- 
ager, and before that was with 
Benton & Bowles, New York, as 
an account executive. 


Ampex Sales, Profits Zoom 
Ampex Corp., magnetic record- 
ing devices manufacturer, reports 
its sales for the year ended April 
30, 1959, totaled $43,808,807, 45% 
higher than the preceding year. 
Its net profit was $2,853,005, 85% 
higher than the preceding year. 
Earnings per share were $1.29. 


at} 


in| 
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NEW CEREAL—General Mills is intro- 
| ducing what it calls the first and 


of Crane Co., Chicago. He most |0”%ly caramel-flavored ready-to-eat 


recently operated the consulting 
company of Donahue & Associates, 
LaSalle, Il. 


cereal in America in several mar- 
| kets via television and in newspa- 


| pers. 


Policy Group Members 


New York, July 7—A sales force 
which will attempt to sell big 
spending national accounts on 
newspaper advertising has been set 
up by the Bureau of Advertising 
of the American Newspaper Pub- 
lishers Assn. and the American 
Assn. of Newspaper Representa- 
tives. 

In a joint announcement today, 
the BofA and the AANR said the 
high-level task force was “de- 
signed to fill a long-felt industry 
need for a strong national sales 
force [to] do a thoroughly modern 
and effective selling job on indi- 
vidual accounts, with individual 
programs tailored to the needs of 
each advertiser.” 

While the new group is called 
a “sales force,” its role as outlined 
by the sponsors today will be 
that of a marketing team, recom- 
mending markets to advertisers 
and agencies rather than specific 
newspapers within a market. Se- 
lection of specific media will be 
left strictly to advertisers and 
agencies, it was pointed out. 


= Here's how the task force will 
operate, as outlined by the bureav 
and newspaper representatives: 
“Individual representative com- 
panies and direct-selling newspa- 
pers will assign top men (on an 
unsalaried, parttime basis) to the 
national sales force. This group’s 
objective will be to create news- 
paper sales plans for national 
advertisers in accordance with the 
(Continued on Page 30) 


Dictograph Names 
Wexton, Its 13th 
Agency in Decade 


New YorkK, July 8—Dictograph 
Products Inc., maker of intercom- 
munications systems and Acousti- 
con hearing aids, was on the move 
again this week. 

Dictograph named Wexton Co. 
to handle advertising for intercom 
units. Anderson & Cairns, which 
previously had the entire account, 
retains the Acousticon division. 

Wexton thus becomes Dicto- 
graph’s 13th agency in the past 10 
years. 

The account was handled by 
Atherton Advertising, Los Angeles, 
back in 1950. It then moved to 
Maxwell Sackheim. & Co., New 
York, which resigned the account 
in February, 1951. Walter Mc- 
|Creery Inc., Los Angeles, took its 
swing and was retired at the end 
of 1951 in favor of Buchanan & Co., 
New York. 

The business was then divided 
among Doyle Dane Bernbach, Al 
|Paul Lefton Co. and Esmond 
|Hirsch & Associates—all of New 
| York. In 1956, the account was 
split between Blaine-Thompsen 
Co., New York, and Atherton again 
on the West Coast. 

In 1957, Dictograph split its ac- 
count between Graphomatic, a 
house agency, and John Schrager 
Advertising, New York. Last year 
Anderson & Cairns was named the 
national agency, with Atherton 
(again) Mogge Privet, Los Ange- 
les, also retained for West Coast 
placement, # 
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Noyes Suit Charges 
‘Misappropriation’ of 
$300,000 by Sproul 


New York, July 10—Dorothy 
Noyes, advertising woman of the 
year in 1957, yesterday filed a 
suit against her ex-husband, A. E. 
Sproul Jr., and the advertising 


attorney is preparing an answer 
which will not only constitute a 
denial of Miss Noyes’ charges, but 
will level counter-charges. Mr. 
Sproul said that for the past two 
years Miss Noyes has been only 
“semi-active” in the agency. 

Noyes & Sproul is an agency 
specializing in ethical drug adver- 
tising. Miss Noyes’ suit placed the 
shop’s billings at $5,000,000. Mr.| 


staff. Mr. Menzies was an account! 


executive with Kudner on the 
General Motors engines group for 
10 years. BSF&D has named Don- 
ald J. Von Drasek, formerly a 
newspaper reporter, to its creative 


staff and promoted Michael Rus- | 
\sell from the traffic and art buy- 


ing department to the creative 
staff. 
BSF&D also has been named to 


agency they own jointly, Noyes & 
Sproul. 

The action, filed in New York 
supreme court, alleges that Mr. 
Sproul “fraudulently, wrongfully 
and illegally misappropriated| Mr. 
funds” totaling some $300,000. | board 

Miss Noyes seeks an injunction | Miss 
preventing Mr. Sproul from using 
the money on deposit in the agen- 
cy’s special account in the Irving 
Trust Co. 

Also named as defendants are 
12 other individuals and companies 
which allegedly received checks 
from the agency “outside of the | 
regular course of business of the | rance, 
corporation.” 


stock 


treasurer. In her suit, Miss Noyes 
says she owns 50% of the agency’s | nounced summer-time sponsorship 


creditor of Noyes & Sproul.” # 


Brooke, Smith Names 3 to 
Creative Statf; Adds Acme Unit Crest toothpaste beginning July 14. 
Brooke, Smith, French & Dor-| “Colt .45” will promote packaged 


J. Menzies, 
Mr. Sproul said today that his|Kudner Agency, 


Sproul and Miss Noyes were di-|handle advertising for the auto- 
vorced in 
operate 
headed affair, each with separate Sherwin-Williams Co. BSF&D has 
quarters and separate accounts. | handled Acme consumer paint and 


1955 but continued to|motive finishes division of Acme 
the agency as a two-/Quality Paint, a subsidiary of 


Sproul is president and | insecticides for several years. 
chairman of the agency.’ 
Noyes is vp, secretary and P&G Buys Summer Shows 
Procter & Gamble has an- 
and is also “a substantial | of “Colt .45,” “Cheyenne” and 
“Sugarfoot”—all ABC Television 
offerings. “Cheyenne” and “Sugar- 
foot” will push Liquid Prell and 


Detroit, has appointed Ivor | and liquid detergents, bar soaps 
until recently with|and shampoos. Benton & Bowles 
to its creative! is the agency. 


The Sun shines on 


It’s not because Baltimore is 
such a close neighbor of Wash- 
ington that we have long main- 
tained one of the largest news 
bureaus in the nation’s capital. 
It’s because Washington is more 
than ever such a close neighbor 
of the rest of the world. Big 
news breaks constantly on every 
front—and it takes a big and 
experienced complement of cor- 
respondents to keep up with it, 
analyze it, report it. By prac- 
ticing this first rule of good 
journalism —be where the news 
is and get all of it—the Sun- 
papers provide the kind of at- 
tentive readership which, in 
turn, results in overwhelming 
advertising leadership. 


HO0 
PROBS FIGHT doo, gen —_/f 


the nation’s capital! 


Politics 


Presider 


gona an a 
Rise In Consumer! 


Costs Reported For May 


Ups and downs in political acc 
ance have been the lot of the P 
dential preference primary since 
first was adopted in Oregon 


the downside. After several yea 
one of the most important of thej Stati 
convention tests. the Min 


attempt was made to wipe out the/the price 
fornia equivalent on the candid g/ comparison 
that delegates committed tc The Vv , 
primary winner lost bargaining reached in a boi wae 
at the convention, Florid in i 
ture has voted the rep 
praised upon its enactmey 
ago as the finest in 
ricted field 


USING BILL Fee" * 


narn 


Private brands, a source of worry to ad- 
vertisers, are slowing in their rapid rise 
of the past few years, with retailers 
more knowledgeable about the value 
of advertising, Advertising Age check 
shows sasenepiots eebeieinesica Page 1 


Babbitt’s U. S. savings stamp coupon of- 
fer is attacked by Rep. Abraham J. 
Multer (D., N. Y.) as “‘a racket” ....Page 1 


Magazine ad revenues and ad pages in the 
first half of 1959 were cheery news, ac- 
cording to PIB’s report, with general 
magazines racking up 36,581.9 pages and 
SS ee ae Page 1 


Anheuser-Busch took strong sales-adver- 
tising-merchandising measures after a 
sales downturn in 1954-55, has developed 
“the hottest’’ marketing team in the 
beer industry today .... 


Texas legislators kill proposal to tax 
newspaper advertising and newspaper 
circulation ‘e¢ per inch on ads over 
$1.20 scanidaiehinidbiatiea 


A drop in the use of premiums and con- 
tests in consumer magazines, radio and 
tv of 4% is revealed in the sixth annual 
survey by Premium Practice ......Page 2 


Page 2 


Stop accepting liability for an advertiser's 
purchase of time and space, Morton J. 


Highlights of This Week's Issue 


Simon, lawyer, tells National Federation 
of Advertising Agencies Page 2 


Guild, Bascom & Bonfigli names its first | 
woman vp: Reggie Schuebel director | 
of network relations for the agen- 
cy Page 2 

England's battle of the television meas- | 
urement services ends as Nielsen Tele- 
vision Index and its British competitor, 
Television Audience Measurement, | 
merge Page 3) 


Agencies are taking on too many respon- 
sibilities which rightly belong to the 
client, James Lavenson, head of Laven- | 
son Bureau of Advertising, says .Page 3 


Bureau of Advertising and American 
Assn. of Newspaper Representatives set 
up sales force to sell big spending na- 
tional accounts on newspaper advertis- 
ing Page 3 


DuPont will use local tv programming in 
15 markets to promote Orlon sweat- 
ers o ‘ a 


Advertising Market Place ..................0.... 78 
Coming Conventions ........ . 4 
Creative Man's Corner . 6 
i EEIDTIIID “csokinpsmashbicbgnusitheissesbatersoiqesyos 12 
Employe Communications . 6 
| Getting Personal .......................... , . 16 
Looking at Radio and TV ............ . 
III oo sss chaasdictencieansogsasorbinbcied 46, 55, 56, 81 
Re ee TD IIE crccscsscccavnscessassenserssneceocees 66 
| On the Merchandising Front .................... 68 
Peeled Eye Dept. ........ . 64 
Photographic Review . 
Production Tips ........ . 68 
Rough Proofs seuahseendenise . 12 
This Week in Washington ................ 6 
Voice of the Advertiser ..... iccsciesaniaae 
What They’re Saying ...............:000-+ | 
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Account switching, so far a pasttime indi- 
gent to the Shores of the U. S., is catch- 
ing on in England, as clients start game 
of musical chairs .. Page 24 


Morris April Bros. acquires Eatmor cran- 
berry brand name as Eatmor Cran- 
berries, marketing cooperative, dis- 
OU cierensensetisdindinisiniaetanascitensndiiain Page 28 


Hotpoint discloses its print advertising 
for the second half of this year to re- 
tailers to help them tie in 


$70,000 spot tv drive helps American 
Sponge & Chamois Co. triple its sales in 
two years 


Philadelphia group seeks control of out- 
door signs on highways in order to in- 
crease tourist trade@ ...........000 Page 49 


Aluminum Co. of America’s advertising 
men go out of their way to sell Al- 
coa’s sales promotion men on Alcoa's 
advertising, Jay Sharp tells 
SOD secariictitnniimmmumununaee Te 


Watch expense account if you want to 
improve public image of advertising 
agencies, Ernest Jones, MacManus, John 
& Adams president, says Page 61 


Detroit agency man finds that how the 
weather is reported can affect the sales 
of many businesses in an area ....Page 75 


FIGURES TO FILE 


Nielsen TV Ratings ............... Page 54 
Department Store Sales Page 59 


REGULAR FEATURES 


"This is the size we use in the 
Growing Greenshoro Market!" 


GREENSBORO 


THE SUPERMARKET 


he Balt 


ABC 3/31/59: Combined Morning and Evening 413,299 — Sunday 319,972 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 
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Set off a chain reaction! End up with carloads of sales by cashing 
in on one of the South’s real big super-markets—the Growing 
Greensboro Market. It’s a top shopping-and spending area, where 
one-sixth of North Carolina’s population accounts for one-fifth of 
the state’s $4 billion in total retail sales annually. This makes the 
Growing Greensboro market the second best in the South and 
fourth best in the Nation in per family retail sales. If you want to 
pile those carts full with your particular product you will auto- 
matically select the Greensboro News and Record as your males 
advertising medium. Over 100,000 circulation daily. Over 400, 
readers daily. 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market and selling influence in over half of North Carolina! 


Sales Management Figures 


—* GREENSBORO, NORTH CAROLINA 
|@ Represented by Jann & Kelley, Inc. e 
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A message to advertisers about THIS WEEK M agazne: 


" E at Stop & Shop have had a high regard for THIS WEEK Magazine 
for many years. We have always felt that... the type of advertising 
that it carries has been an effective means of gaining acceptance and 


sales of .. . products in our stores.” { , LB 2 y, 


Sidney R. Rabb 
Chairman, Stop & Shop, Inc., Boston, Mass. 
(99 stores. $163,085,744 annual volume) 


To Move Goods Fastest... Buy The Big One This Week 
CIRCULATION MORE THAN 13,000,000 
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This Week in Washington... 


Texan Finds ‘Choice’ Lamb Chop Is — 
Juicy as Gavel; Hits Grade Labeling  +.2s\ 2220." .2708..2: 


By Stanley E. Cohen 
Washington Editor 


ham Multer (D., N. Y.) discovered 
the other day that compulsory 
grade labeling of food is just as 
controversial today as it was when 
Congress turned it down more than 
15 years ago. 

The congressman was before the 
House agriculture committee to 
advocate H.R. 1043, which requires 
an Agriculture Department grade 
on all meat sold to the public. His 
enthusiasm was lost on committee 
members, who seemed to feel that 
the housewife is in a bad way, if 
she has to depend on a federal 
grade to guide her selection of 
meat. 


As the discussion unfolded, the 


| pages of history flipped backward. 
WAsHINGTON, July 9—Rep. Abra- | In the early days of the New Deal, | 


grade labeling was a prime objec- 
tive of the “consumer movements.” 


During World War II they strong- | 
ly advocated it as part of the war- | 


time price control system. But the 
issue has been dormant since 1942, 
when Congress passed special leg- 
islation specifying that no food 
processor could be required to use 
federal grades. 


To document his case for com- | 


pulsory grading of meat, Rep. Mul- 
ter displayed food ads from Wash- 
ington newspapers. Pointing to 
terms like “super right quality” 
and “table right, Grade A fryer,” 
he complained that the shopper is 


|misled. “The average housewife 
doesn’t know what they mean and 


time,” he said. Regardless of the 
term the store uses to describe its 


Advertising Age, July 13, 1959 


|leased preliminary results of its 
nationwide food marketing report 


can’t tell the difference until she meat, he added, “if the housewife | without giving the committee an 


has cooked it and tried eating it,” 
| he commented. 


probably wouldn’t be any better 
off if the federal grades were on 
the package. Noting that many cat- 
tle people think the grading sys- 
tem is so misleading that it should 
| be abolished, he reported, “I had a 
couple of lamb chops the other 
night which were supposed to be 
choice lamb. I didn’t get any more 
lamb out of them than I would get 
| out of this gavel.” 

The crux of the difficulty, ac- 
/cording to Rep. Don L. Short (R., 
|N. D.), is that the grading systems 
do not necessarily reflect consum- 
er preference for such factors as 
palatability, tenderness and mar- 
belizing. “My contention is that 
most people continue to buy meat 
on the basis of their satisfaction 
'with what they bought the first 


is not satisfied with the quality of 
the product she buys, she will not 
| go back there very often.” 


The food indus- 
Food Industry try was getting a 
Under Scrutiny full measure of 

attention from 
|congressional committees this 
week. On the House side, the small 
business committee moved ahead 
| with a string of food industry ex- 
ecutives who have been called to 
testify on distribution practices, 
including pricing policy, discounts 
| ond advertising allowances. 
| Meanwhile the Federal Trade 
| Commission’s chairman, Earl Kint- 
ner, was having some uncomfort- 
|able moments before the Senate 
small business committee, which is 
concerned with food industry 
mergers and “concentration.” Sen. 
Hubert Humphrey (D., Minn.), 
who is spearheading this investiga- 
tion, was miffed because FTC re- 


If you were after 


MARKETING QUIZ 


the $17.5 billion mass feeding market which man would You sal? 


| 

; Institutional Feeder 
Our customers are “cap- 
tive.” Feeding is not our 
primary interest. To sell 
us you have to be the 

| low bidder. | 


Incidental Feeder 

' Here, feeding is a side- 
line...a convenience. Our 
daily volume isn’t large. 


AY 


THE FIGURES. There are 152,000 institutional and 
200,000 incidental feeding operations (Mr. A and Mr. B). 
Combined, they account for only 28.8 per cent of all the 
meals served away from home. The remaining meals, 71.2 
per cent, are served in commercial restaurants (Mr. C and 
Mr. D). Thus, the 230,000 commercial restaurants are the 
“profit core” of the feeding industry. In “the heart of the 
profit core” are 55,000 large commercial feeders who do 80 
per cent of the commercial business. 


THE ANSWER is, of course, Mr. D. The large commer- 
cial feeder is the number one sales target. He has volume 
and the ability to buy new and better products. In fact, to 


Small Commercial Feeder 
Attracting and pleasing 
customers is important to 
me—but my buying power 
is limited. 


| Large Commercial Feeder 
| must give my customers 
good food, service and 
decor and | have the money 
to do it. 


stay in business, he must constantly improve his operation. 


The award winning features in American Restaurant Maga- 
zine help the large commercial feeder keep his food, service 
and decor top-grade. This is the only magazine that con- 
centrates on Mr. D and doesn’t get sidetracked with Messrs. 
A, B and C. That’s why American Restaurant has more sub- 
scribers in “the heart of the profit core” than any other 
publication. Want to know more about Mr. D? Send for 
these marketing tools: 1959 Restaurant Market & Sales 
Analysis; 1958 Subscriber Analysis; Readex Readership 


Reports. 


PATTERSON PUBLISHING CO. 


_ 5 SOUTH WABASH AVE. | 


oe 


| advance copy. In the crossfire that 
followed, Chairman Kintner pro- 
fessed to be surprised. He said so 
many congressmen are investigat- 
ing the food industry, it would 
have been unfair if the commission 
had made an exception and given 
Sen. Humphrey advance informa- 
tion. 


The House mili- 


Probers Eye tary affairs com- 
Contractors mittee began 
poking into the 


sales methods of defense contrac- 
tors, including their use of retired 
military personnel as consultants, 
and their handling of entertain- 
ment and advertising funds. 

A questionnaire submitted to 
about 30 associations in the defense 
field asks whether they have ad- 
vertising budgets, and who ad- 
ministers them. It requests copies 
of the groups’ magazines and oth- 
er publications and asks what they 


spend for entertainment, grants 
and honorariums (for speeches 
and articles). 

As if he hasn't 


Fair Trade enough to worry 
about, it is begin- 


Bill Advances 
ning to look as if 


President Eisenhower might find 
the federal fair trade bill on his 
desk before this session of Con- 
gress is over. 

Fair trade has been vegetating in 
the House rules committee since it 
cleared the House commerce com- 
mittee last month. But sponsors 
claim it will sail through the House 
any time they are ready. 

At the moment sponsors have 
been maneuvering to improve their 
chances in the House by consider- 
ing changes aimed at rounding up 
more votes, including an amend- 
ment to assure the big oil compa- 
nies that gasoline can be fair 
traded, too. They have also been | 
politicking to determine whether © 
anti-fair trade forces will let the © 
bill pass without a roll call, which © 
would require House members to © 
record themselves. 

Meanwhile, with reports circu- 
lating that Congress will remain ~ 
here until mid-September, fair 
traders applied steam in the Senate 
commerce committee as fair trade 
hearings resumed there this week. 
If the bill does reach the White 
House, it will presumably be ve- 
toed, unless President Eisenhower 
decides to disregard the advice of 
Vice-President Nixon, the budget 
bureau, the Justice Department, 
the FTC, the Commerce Depart- 
ment and the Agriculture Depart- 
ment, all of which have registered 
their opposition. 


Rep. Leonor K. 7 
‘Shoddy’ GoodsSullivan (D., 
Are U.S. Norm? Mo.) suggested 
in the House the 
other day that U. S. manufacturers 
are cutting so many corners to keep 
costs down that “shoddy” may be- 
come the national norm. : 
Her comment was prompted by a 
letter from a constituent who re- 
ported her new car developed a va- 
riety of ills, and that the manufac- 
turer refused to correct them. “It 
is not just my car,” the woman de- 
clared, “but everything we buy.” 
Rep. Sullivan said she has asked 
the St. Louis Better Business Bu- 
reau to look into this case. “But 
in the meanwhile,” she said, “as a 
consumer I can feel more than a 
little sympathy for her plight and 
that of millions of others who find 
their new gadgets of all kinds fall- 
ing apart in use.” + 


Production Machinery to Emery 
| Production Machinery Inc., Bal- 
timore and Chicago, a new com- 
pany which imports West German 
metalworking machinery and mar- 
kets it under the Proma brand 
name, has appointed Emery Ad- 
ivertising, Baltimore, as its agency. 
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[ _THE MILWAUKEE JOURNAL 
Why does Stewarts Coffee THE MILWAUKEE JOURNAL _ 


S F Tl S 0 W F TT __THE MILWAUKEE JOURNAL “ 


Coprrigh 1908 ty The iment (eee 


in this, one of the "THE : MILWAUKEE JOURNAL 


TOP TEN MARKETS®., ==! umn sous 
MILWAUKEE? 


Using dominant space and dramatic ROP col- 
or, Stewarts challenged Milwaukee’s highly 
competitive coffee market, and in less than 
two years recorded a marked consumer pref- 
erence exceeding many established brands. 
“We regard The Milwaukee Journal as one 
of the outstanding newspapers of America’? — 
that’s what they say at Stewarts Private Blend 
Coffee Company, Chicago. That’s why they 
selected The Journal exclusively to test and 
introduce Stewarts Private Blend to the high- °° *°*°°° 9299298 


wt treat 


13 j 


esrecorettomermnne Secctte aa ‘Sra Senet Satara eet 


ly profitable Milwaukee market. : ‘Highly successful!”’ SINAL 
For details on succeeding in this, one of the @ That's the evaluation by Stewarts Private Blend Coffee oie: tates tier 
top ten markets — Milwaukee — write direct, © Co. of the firm's most recent Journal Advertising. The °2N 
or call your Journal representative. e 1958 schedule for the Milwaukee market was carried tNAL | 
| @ in the Journal alone. © v Now aes eae 
. e aa 
eeneveeeeee2 © eeee 
|. | THE MILWAU AbD eve NAL — uo 
Serer seve Nov La ee r iq ROO 
* Here's how Milwaukee ranks in market quality ce THE “MILWAUKEE J eee 
ee kk ne Ceeen tea nd nn 5th a ae = sane Tit Pere ttes Late tne 
% of families with incomes over $4,000 000.........0......cccccceeeeeees 3rd 
% of families with incomes over $7,000 ................ccccccseeeeeee 6th THE MILWAUK 
Median value of single dwelling units .....................0000000cccccc. 4th Seventy seventh Veur—26 Fagus Saas oe, WR EE JOURNAL 
ik cis cscdiasi neds vareeedaaeaaassieditiawtasts 2nd Citv-Flovide 20 0 sone 
isteds SUI GUEOE OE TOI nviisesicsesssivcercessesessarcetévesetodinteeatnans 2nd URN AL 
a a I I I 555k sn ccecachiconanonanersiceassciodabaysaceiiemn 8th THE MILWAUKEE Jd JO hectare ieee 
Des BED NE I a vikdcsinieesets etsccestnstrtccseeemsaniccsvonns 6th Screven Vawr— Pages Te = acorn a ae r 7 ’ 
Gasoline service station sales per family .........................0000000005 4th ci 
General merchandise store sales per family .............00..0.0:000+ 4th N THE MILWAUKEE | OURN AL 
Eating-drinking place sales per family ................:..0:0ccccce 3rd | cece SES Sie eke in 


*Retail ratings (exclude mail-order sales) , 


THE MILWAUKEE JOURNAL 


Seventy seventh Year — 26 Pages 


THE MILWAUKEE JOURNAL|| == 
O'Mara and Ormsbee, Inc., National Representatives | THE MILWAUKEE JOURNAL 


a Pay No More Latest Sémmm 


Seventy -anverth Veur— 26 Pages = ebnigas ” me 
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New York @ Chicago © Detroit * Los Angeles © San Francisco 
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Bates Acquires 
Hobson Agency 
as British Unit 


(Continued from Page 1) 
agency, fell through at the last 
moment. One of the stumbling 
blocks was reportedly the high 
price demanded by Warburg's 
Bank, which now controls M&F. 
Masius & Fergusson is the suc- 
cessor here to Lord & Thomas. A 
package goods agency, it is headed 
by L. M. (Mike) Masius, an Amer- 
ican who went to London for Lord 
& Thomas before the war. 


s The London office is the first 
for Bates outside the U.S. Mr. 
Reeves cited three reasons for the 
move: The postwar revitalization 
of England, the European Com- 
mon Market plans and interna- 


ia 


J. W. Hobson 


James Douglas 


tional expansion by Bates clients. 

Mr. Reeves said Bates was at- 
tracted to Hobson because of the 
“way in which our basic adver- 
tising philosophies coincide.” He 
noted that Hobson is, like Bates, 
“primarily a package goods agen- 
cy.” 


s Masius & Fergusson and Hob- 
son both handle Colgate-Palmolive 
business here. M&F, which bills 
about $15,000,000 annually, has the 
largest slice of the account. 

Hobson, an agency founded in 
1955, became a Colgate shop in 
1957. It handles Fab, Lustre-Creme 
and Cue, and it has just succeeded 
McCann-Erickson here on Cadum 
soap. 

The agency was thought to be 
billing about $5,000,000, but to- 
day’s announcement placed Hob- 
son's billings at “over $9,800,000.” 
It employs 160 people. 


® Bates, which billed $106,700,000 
in 1958, said today that the Hob- 
son buy puts its volume up to 
$130,000,000 and its employe force 
up to 1,000. 

Colgate-Palmolive Co., which 
does more than 50% of its volume 
outside the U.S., bills some $25,- 
000,000 with Bates in the U.S. Oth- 
er Bates clients operating in Brit- 
ain are expected to find their way 
to the Hobson shop before the year 
is out. Some of Bates’ other clients 
with operations in Britain are Na- 
tional Biscuit Co. Standard 
Brands, American Home Products 
and Carter Products. 

Another Bates client, Brown & 
Williamson, maker of Kools and 
Viceroy cigarets, is British-owned, 
but the parent company, British- 
American Tobacco Co., does all of 
its business outside Britain. Hob- 
son, as a matter of fact, has been 
handling three Imperial Tobacco 
Co. brands—one of them, Bristol, 
being a new filter tip. 


s Hobson, like Bates, has enjoyed 
a spectacular success in a com- 
paratively short period of time. 
Like its new U.S. parent, it has 
specialized in package goods ac- 
counts. And, like Bates, it has put 
particular emphasis on television. 
The agency was founded in Octo- 
ber, 1955, just after the launching 
of commercial tv here. 

It is also similar to Bates in 
enjoying one of the highest billing- 
per-man ratios in the British 
agency business. Based on the fig- 


han reported today, the agency | 


requires only 15 people per $1,- 
/000,000 of billing, which is well 
under the standard here. Other 
shops here require 20 to 30 people 
\for every $1,000,000 of billing. 
's John Hobson started his adver- 
tising career with London Press 
Exchange and joined Colman, 
Prentis & Varley after the war as) 
assistant managing director. He)! 
left in 1955 to form his own shop, | 
starting with a staff of 15. John} 
Metcalf, deputy chairman of the 
agency, also left CPV to join Hob- 
son. He is the agency's creative | 
supervisor. 

The agency’s initial business 
was Gold Cup margarine, two 
Cadbury products and four soft | 
drinks marketed by J. Lyons & 
Co. It has since been given as- 
lsignments by the House of Sea- 
gram (four brands); Gaylord 
Hauser Products; Granada Tele- 
ivision; Black & Decker; Johnson 
'& Johnson; Bowater-Scott; Prim- 
ula; Scandinavian Airlines Sys- 
| tem and Bic Pens. 

It has attributed its success to 
“a strong emphasis on marketing 
and its ability to marry a market- 
ing approach with exciting crea- 
tive work.” Its philosophy has been 
described in such Bates-like lan- 
guage as follows: 


|@ “The only criterion of whether 
the plan is right or wrong is in 
the ultimate sales. Other agencies 
care to be judged by prospective 
clients on the creative work 
they can show they have done. 
JHP takes the view that this is an 
illusory criterion; it asks to be 
judged only on the sales results of 
its existing clients.” 

The Bates invasion of Britain 
follows a similar move by Benton 
& Bowles last year. B&B acquired 
the London shop, Lambe & Rob- 
inson, The motivating force in 
that move was another soap cli- 
ent shared in common, Procter & 
Gamble. # 


Gallagher, Kelne 
File Answer in 
API Libel Suit 


New York, July 9—A general 
denial of charges of libel brought 
against the Gallagher Report Inc., 
Bernard P. Gallagher and Nathan 
Kelne by Advertising Publications 
Inc., publisher of ADVERTISING AGE, 
was made in the supreme court of 
New York this week. 

Advertising Publications filed 
suit against Gallagher Report Inc. 
in April in the supreme court of 
New York (AA, April 6), asking 
$100,000 damages because of pub- 
lication of allegedly defamatory 
material in a January issue of that 
publication in connection with the 
handling of subscriptions when 
Advertising Publications bought 
Advertising Agency. 


® Subsequently the suit was 
amended (AA, June 22) to include 
Bernard P. Gallagher, publisher, 
and Nathan Kelne, who reportedly 
writes some of the material ap- 
pearing in “The Gallagher Report,” 
as individual defendants. At the 
same time, other allegedly defama- 
tory material appearing in a 
March issue of “The Gallagher 
Report” was also included, and 
damages sought were increased to 
$200,000. 

In addition to entering their 
general denial, the defendants’ 
answer this week denied that 
Nathan Kelne writes “The Gal- 
lagher Report,” and also included 
ithe following statement: 

“The said defendants deny 
knowledge or information suffi- 
cient to form a belief that plaintiff 
| [Advertising Publications Inc.] is 


Your choice of these 


compliments of your MERCURY DEALER 


“ 


i 


FREE FROM MERCURY—Mercury dealers are offering a choice of these 

free gifts to prospects who visit showrooms. The display, designed 

and produced by the Merrick Co., Detroit, shows a salad set, a travel 
light, a silver-plated bottle opener and a five-piece table set. 


Durkee, Veteran 
Auto Adman, Joins 
JWT in Detroit | 


Detroit, July 9—J. Walter) 
Thompson Co., girding for the 
coming 1960 auto battle in Detroit 
and charged not only with the 
handling of the Ford account but 
the new Ford small car, Falcon, 
as well, this week announced the 
addition of a veteran of the auto- 
motive field, Burton H. Durkee, 
as coordinator of creative services 
in the Detroit office. 

Mr. Durkee will return to De- 
troit in early August from Port- 
land, Ore., where he has been exec 
vp and a member of the executive 
committee of Botsford, Constan- 
tine & Gardner and manager of its 
Portland office, a job he took last 
year. Mr. Durkee had been with 
the West Coast agency from 1936 
until 1944. He was with Schenley 
Distillers’ CVA Corp. in national 
advertising from 1945 to 1948. 


s In 1948 Mr. Durkee became De- 
troit manager of Morris F. Swaney 
Inc., which handled Kaiser-Frazer 
business in Detroit, and in 1949 be- 
came director of advertising and 
promotion for Kaiser-Frazer. He 
remained there until 1951, when 
he joined William H. Weintraub & 
Co. (now Norman, Craig & Kum- 
mel), which handled Kaiser, when 
the Kaiser-Frazer split occurred. 
In 1953 he became supervisor of 
the Packard account for Maxon 
Inc., and in 1955 joined the Chrys- 
ler division of Chrysler Corp. and 
was director of advertising and 
merchandising there until rejoin- 
ing Botsford, Constantine & Gard- 
ner last year. 


BUKER SUCCEEDS DURKEE 
AT BC&G, PORTLAND 

PORTLAND, ORE., July 9—John C. 
Buker has been named manager of 
the Botsford, Constantine & Gard- 
ner office here. Mr. Buker re- 
cently rejoined BC&G as a vp and 
account executive after two years 
with Holst & Male in Honolulu 
(AA, June 29). 

As Portland manager, he suc- 
ceeds Burton H. Durkee, who re- 
signed to join the operations com- 
mittee of J. Walter Thompson Co., 
Detroit. + 


C-E Moves Two to New York 
Campbell-Ewald Co. has shifted 
James M. Durfee and Amil J. 
Gargano from Detroit to New York 
“in keeping with the stepped-up 
account activity and new business 
potentials in the New York of- 
fice.” Mr. Durfee, a copywriter 
who joined the agency six months 
ago, was formerly with J. Walter 


| widely and favorably known as an 
{honorable publisher.” 

| No date for trial of the case has 
as yet been set. # 


Thompson Co., Detroit. Mr. Gar- 
| gano has been a member of the 
|agency’s art department for four 


Mercury Mail Drive 
Offers Gift—Even to 
Buyer of Other Make 


Detroit, July 9—Marketing ex- 
ecutives of the Mercury division | 
of Ford Motor Co. are studying 
results of a sampling mail cam- 
paign offering gifts to owners of 
competitive cars. 

In letters sent to a limited field 
of owners of medium-price cars in 
May (Oldsmobile, De Soto, Buick 
and Chrysler) the gift was offered 
if another middle-price car—not 
necessarily a Mercury—was pur- 
chased before July 31. Gifts of- 
fered were Benrus watches, Sam- 
sonite luggage and RCA transistor 
radios. 


s A trip to a Mercury dealer for | 
an appraisal and a sales talk was 
necessary to be eligible for the 
prize, however. 

The letters were circulated in 
the Chicago-Milwaukee area. Mer- 
cury said it has not yet decided 
whether the offer will be expan- 
ded to other areas, discontinued 
‘after the test period or continued 
in a limited fashion. It reported 
much interest in the test area, with 
no adverse reaction. 


s Meanwhile, Mercury dealers 
throughout the U. S. are offering 
lesser prizes to prospects contacted 
by postcard. The customer fills 
out a card and turns it in to his 
dealer, then receives the gift in 
the mail. 

Gifts include a salad set, a 
travel light, a silver plated bottle 
opener, and a five-piece set of 
table silver. 


FORD'S M-E-L UNIT 
NAMES MURPHY, KEMP 


DEARBORN, MiIcuH., July 8—Ford 
Motor Co. has made two new ap- 
pointments in its M-E-L division. 
Walter T. Murphy was named ad- 
vertising and sales promotion man- 
ager of Edsel, and J. S. Kemp was 
promoted to the new post of import 
car manager for the division. 

Mr. Murphy, formerly marketing 
plans manager for Edsel, replaces 
Eldon E. Fox, who has joined Bat- 
ten, Barton, Durstine & Osborn, 
Minneapolis, as account group as- 
sistant manager. From 1953 to 1957 
Mr. Murphy was public relations 
manager and assistant sales man- 
ager of Ford’s tractor and imple- 
ment division. 


= Mr. Kemp, a native of England, 
was in Ford’s Chicago district sales 
office from 1947 to 1953; he spent 
one year with the international di- 
vision as manager of the business 
department in New York, and then 
went to England as manager of the 
Ford car and truck domestic divi- 
sion. 

Ford imports the English Ford 


years. 


Advertising Age, July 13, 1959 


Y&R Revamps Its 
Media Dept. to 
End ‘Diffusion’ 


New York, July 9—Young & 
Rubicam has revamped its media 
department to end “diffusion of 
effort” and to “develop commu- 
nications and quality of work.” 

The department—first known 
simply as the media department 
and more lately as the department 
of media relations—now is known 
as the department of media rela- 
tions and planning. 

“A major move,” according to 
W. E. (Pete) Matthews, vp in 
charge, “was the division of the 
department into five planning- 
buying groups, each headed by an 
associate director and consisting 
of two or more media account su- 
pervisors and the necessary senior 
buyers and media buyers. These 
are self-contained groups, fully 
responsible for all work on ac- 
counts assigned to them. 

“Their formation represents a 
significant change in department 
operation, since cross assignments 
of buyers to two or more associate 
directors have been eliminated 
and each buyer works only on 
accounts within his own group.” 


s Mr. Matthews, who last Feb- 
ruary succeeded Peter G. Leva- 
thes, who earlier was named vp 
and head of Y&R’s expanded radio- 
tv department, said: 

Out of this “closer group activi- 
ty,” Y&R hoped to achieve (1) a 
simplifying of communications, (2) 
more flexible use of manpower in 
adjusting to shifting workloads 
and (3) clearer lines of activity 
in planning and service. 

Mr. Matthews’ revamped de- 
partment is responsible for all 
media, including purchases of ra- 
dio-tv spot announcements, but 
network time tied in with pro- 
grams is a job for Mr. Levathes 
and his department. 


s Associate directors of the media 
relations and planning department 
are Warren Bahr, who heads 
Group 1; Frank Coulter, Group 2; 
George Leithner, Group 3; Joseph 
St. Georges, Group 4; and Henry 
Sparks, Group 5. 

Thus, Mr. Bahr is consultant on 
network radio-tv and keeps in 
touch with the Detroit office; Mr. 
Coulter is spot radio-tv consultant 
and advises the Chicago office; 
Mr. Leithner is consultant on 
newspapers and Los Angeles liai- 
son; Mr. St. Georges is closed-cir- 
cuit tv consultant and advisor to 
Canadian and foreign offices; Mr. 
Sparks consults on magazines and 
advises the San Francisco office. 


s Two additional associate media 
directors—Kirk Greiner and 
Thomas Skelton—are also depart- 
mental consultants. Mr. Greiner 
handles general media research, 
while Mr. Skelton’s area is out- 
door and transportation. In addi- 
tion, Mr. Greiner is administra- 
tive officer in charge of buying 
personnel, _ indoctrination and 
training and departmental rela- 
tions with media. Mr. Skelton is 
also manager of the outdoor and 
transportation unit. At the same 
time, he continues as all-media 
supervisor on Drake’s cakes, Na- 
tional Sugar and Life Savers. # 


JWT Has Vaseline Tonic 
ADVERTISING AGE incorrectly re- 
ported in its June 29 issue that 
Dolan Ducker Whitcome & Stew- 
art succeeded J. Walter Thompson 
Co. in London on the Vaseline 
liquid hair tonic account. JWT, 
London, lost the Vaseline liquid 
shampoo account to DDW&S, but 
retains the tonic. 


and German Taunus. # 
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Is yours 
a good company 
to do 


business with?... 


or only 

fair 

to do 

business with? 


You know the answer. But what about your customers and prospects? What do they think? Furthermore, what 
does your advertising encourage them to think? Does it contribute to the idea that yours is a good company to 
do business with? Naturally the magazine in which your advertising appears can contribute measurably to the 
total impression that readers get. For the impact of every advertisement is modified or magnified by its setting. 
What additional impact magazines add—and how much—has now been determined through a technique spon- 
sored by Fortune. Ask your Fortune representative to show you the results of this pioneering effort in qualitative 
research. The study was done by Social Research, Inc. A film presentation of the findings, 

“FORTUNE AT WORK.” runs 30 minutes...and finally proves what you suspected allalong. FORTUNE 


New York / Boston / Chicago / Cleveland / Detroit / Los Angeles / Philadelphia / Pittsburgh / St.Louis / San Francisco 
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Young Chicago 


loves to buy... 
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... the Chicago . 
Sun-Times 


The young families are the big buying families, 
in Chicago as anywhere else. But nowhere else can you 
reach them more effectively. In Chicago, 


more young families read the Sun-Times than any other newspaper. 
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The Editorial Viewpoint... 


What Does ‘Half Price’ Mean? 


Last week we published a letter from the general advertising man- 
ager of Massey-Ferguson, Toronto, dealing with a three-bar wrapper 
on Dial soap that speaks of a “% price sale” that is really a 3-for-the 
price-of-2% sale...“Buy two bars at the regular price; get the 3rd 
for % price.” 

Before the letter was published, we received a copy of a letter John 
A. Flink, of Ross, Flink & Livengood, Peoria, had sent to his local 
Better Business Bureau. It referred to the same 3-bar package of Dial, 
and raised precisely the same objections. 

“The impression received by the purchaser—and even the store 
personnel—was that all three bars were being offered for the price of 
one and one-half bars,” Mr. Flink wrote the BBB. “However, if you 
read the small type, you will see that this is not the case at all. The 
offer is actually three bars for the price of 2 and a half.” 

ADVERTISING AGE has commented before on “half price” advertising, 
notably for tires, that turns out not to be half price at all. As Mr. Flink 
says in his note to the BBB, this kind of advertising may be legal, 
since the actual facts are spelled out, but it is misleading, and it ought 
not to be used. 

“Half price” has a very definite connotation, as well as having a 
definite meaning. When the half price offer refers to a purchase that 
can be made only after some other purchase has been made at the 
regular price, the facts ought to be clearly stated in such a way that 
even the casual shopper is not misled. 


More Washington Doubletalk 


“Representatives of advertising and media groups were assured by 
a ranking Commerce Department official today that hostile actions 
which the government takes to regulate advertising should not be re- 
garded as an indication that advertising’s importance isn’t appreci- 
ated.” 

So said the news story reporting greetings brought to the newly or- 
ganized advertising advisory committee by Under Secretary of Com- 
merce Frederick H. Mueller. 

“From time to time,” said Mr. Mueller, “the government has to act 
in the interest of public safety, professional ethics or fiscal responsi- 
bility in a way which affects certain forms of advertising. 

“But such actions must never be interpreted as in any sense a 
lessening of our fundamental belief in advertising as a touchstone of 
free enterprise in the marketplace and a bulwark of free speech and 
communication in our political and social life.” 

This magnificent example of Washington doubletalk may have dis- 
solved the fears and doubts of the representatives of the 15 trade 
associations in advertising who heard Mr. Mueller, but it doesn’t sat- 
isfy us. We’d a lot rather have fewer actions which make such back- 
handed assurances necessary. 

Translate “public safety” into regulations promulgated by the De- 
partment of Commerce which almost prohibit outdoor advertising on 
federally-assisted highways; translate “professional ethics” into reg- 
ulations of the same Department of Commerce which prohibit prac- 
titioners before the Patent Office from advertising—whether they are 
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| 1897 it expanded its format and the 


Gladys the beautiful receptionist 


—Arthur Dix, Conover-Mast Publications. 


“He said his publication didn’t need to be Starched, as it’s printed on 
heavy stock.” 


lawyers or not; and translate “fiscal responsibility” into Treasury 
rulings which have declared certain types of institutional advertising 
not deductible for tax purposes. 

Then you get an idea of why it is difficult for many people in adver- 
tising to accept at their face value the protestations of love and affec- 
tion which the Under Secretary uttered. 

Show us; don’t tell us, Mr. Secretary. 


Railroad Advertising 


A good many merchandising people (presumably not including 
railroad people) believe that the railroads are not promoting them- 
selves aggressively enough. A ratio of 0.21% of advertising expendi- 
tures to revenue, as reported by the Assn. of Railroad Advertising 
Managers, would seem to bear this out. 

Aside from a handful of railroads, principally those in the West, 
passenger promotion seems to have fallen upon bad days. Of a total 
of $12,792,817 spent for such advertising in 1958 by 112 Class I rail- 
roads, almost exactly half—$6,341,103—was accounted for by four 
railroads. Union Pacific, Santa Fe, Great Northern—three great west- 
ern lines—were in there promoting travel to the tune of $5,771,333. 
B&O was pushing Washington as a travel lure to the tune of $569,770. 
Every other railroad—including the Pennsylvania and the NYC, the 
two largest in terms of revenue—was far down the line. 

And freight service of all 112 Class I railroads accounted for only 
$7,514,000 in advertising during the whole of 1958. 

There is room for wondering if the railroads aren’t under-promoting 
their services. 
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What They're Saying... 


McCall History | average of 80,000 copies per month. 
James McCall saw the possibili- | It is interesting to note that at that 
ties of a wider market in a grow- | time the subscription price was 50¢ 
ing America. As a means of pro-|@ year, and the single copy price 
moting the sale of dress patterns,) Was 5¢. 
McCall’s founder early in 1876 —Arthur B. Langlie, president, Mc- 
started an eight-page monthly pat- Sunes tele af ae =e Sow 
tern and fashion periodical called 
simply, The Queen. This was a not- 
able event in our company’s histo- 
ry. The McCall name has been in 
print ever since that time. The 
Queen survived his death and re- 
mained a stable business through 
several management changes. In 


Direct, Forceful, Truthful 

There is no need to be defensive 
in your attitude or your approach. 
I am sure that, if you didn’t sin- 
cerely believe yours was a good 
product and one which the public 
wanted, you wouldn’t manufacture 


| title was changed to McCall’s Mag- 
|azine, the Queen of Fashion. With 
the opening of a new century, it 
assumed its present title, McCall’s 
Magazine, and started to carry ad- 
| vertising. The expanded magazine 
was immediately popular. Within 
two years, circulation reached an 


it in the first place. If, then, you 
believe in your product and are 
| proud of it, why sneak around cor- 
ners to promote it? Be direct ... be 
| forceful... but, remember, be 
| truthful. 


| —Bill Treadwell, vp, Grey Advertis- 
ing, at the 76th annual convention, 
\ National Confectioners Assn., Chicago. 
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Rough Proofs 


“Even a perfect secretary,” says 
| Hammermill Bond, “makes a typ- 
|ing error now and then.” 

Just as her boss makes a gram- 
matical error which she corrects 
now and then. 


“When your golf clubs have True 
Temper shafts, you can play your 
best game.” 

Especially if you are not a ter- 
| rible-tempered Mr. Bang who oc- 
casionally wraps a club around a 
tree. 


Cars with bodies by Fisher “re- 
pont the years beautifully,” but of 
| course the owner’s sales resistance 
|}to new models won’t be affected 
too much. 


* 
| Jack Paar is so allergic to nation- 
/al publicity that he enjoys lam- 
basting the magazines which give 
him the most and the best of it. 


DeBeers has adopted the philos- 
ophy of two cars in every garage, 
and is now promoting the idea of 
giving a diamond ring for the sec- 
/ond honeymoon. 


The new name of the NIAA— 
Assn. of Industrial Advertisers— 
suggests that it is at least a kissing 
cousin of the Assn. of National Ad- 
vertisers. 

* 


“Distinctive type styles,” says 
the IBM Electric Typewriter, “con- 
vey a quality of personal warmth 
that pleases the eye and commands 
attention.” 

That’s just the machine for the 
collection department. 


Paying tribute to the shoe indus- 
try, Chase Manhattan Bank says, 
“The near-miracle is that the na- 
tion’s shoe stores provide a fit for 
practically every foot.” 

The exception is the gal who de- 
mands a shoe that defies the laws 
of anatomy. 

* 


Union Carbide say; it has “weed 
killers that put an end to a back- 
breaking chore,” and Weedone crab 
grass killer urges, “Don’t break 
your back this year.” 

Copy like this may permanently 
discourage a lot of neophyte gar- 
deners. 

* 


The mayor of San Francisco is 
running for re-election on his rec- 
ord, which features bringing the 
Giants and Willie Mays all the 
way to the Golden Gate. 


“Advertisers,” says Elaine Kor- 
tas, “can ruin a publication’s image 
just as surely as bad editorial.” 

Readership figures may point the 
better way to these erring breth- 
ren. 
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Edward A. Myers says that be- 
cause of mass media “millions are 
looking at the same westerns or 
hearing the same joke at the same 
electronic instant.” 

This doesn’t seem to hurt the 
westerns, but it puts the comedians 
out of business. 


Copy Cus. 
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HOW'S BUSINESS IN 


Department Store Sales Up » Job Open- 
ings Up* New Car Sales Up* Advertising 
Linage Up: All Up over the first 5 months 
of 1959! 


In the first 5 months of 1959 The Philadelphia 
Inquirer gained more than 1,600,000 lines of 
advertising over the same period in 1958! 


| DELAWARE VALLEY, U.S.A? 


In the first 5 months of 1959 The Philadelphia 
Inquirer published the largest first 5-month 
volume of Department Store advertising in the 


history of this newspaper! 


Every major advertising classification—Retail, 
General, Automotive, Financial and Classified— 


showed a gain over the same period in 1958! 
Source: Media Records 


For advertisers ... for readers . . . for results 
Good mornings begin with 


The Philadelphia Pnquirer 


NEW YORK CHICAGO DETROIT 


SAN FRANCISCO LOS ANGELES 


ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


“= 3. “ ee 
- — ‘ . me 
iS ie 
i sii 
tS 
ss ere 
y a5 4 
‘ : 
+ Be: 
ee 
| 
; \ 
’ 
! F) 
F Z 
, : 
Siete 
y Zoe 
{ ‘ 4 sia 
' a 
7 2 
i 
, pia a a 
\ pages 
; a Aik 
ee A 
{ one 
' ie Ae 
») oh " 
ie wit 
} BP ah he 
/ ole 
i} Po ‘ 
ae 
i) oa 
' bE as 
pig SE ae 
fy 1g Fela 
\ Back Ls 
ee 
rh ies 
Sonat 
Fhed ake 
| Sc. Be 
ae 
ot se 
ee a 
=e 
Aq , 
‘ j < 2 
il aa Sars, 
il ; : 
ree 
Wie as 
i =n Si 
iY : 
feo a aS 
' ee 
eee 
Mt BeBe 
j the e 
ne iat - 
| CAE ¥ 
ar 
: 
ae oe 
. ae 
4 enw 
rf CC CC re 
er 
AM Sh 
bis ke 
a Sw 
a Spun 
ar ae 
V] x ; 
eta 
' cet in 
’ An 
fron 
3 fer 
om rite 
Sa , : z s jor 
: Sag eee eM oy ge RL a ee Nees Oe ey I hw tee: Ona nL aaa Mny Re Dal gieetine ena ames ede pos > ae eee: wee: eS oy aed s RR a ih al ees eee 3 4 a ee a ee 
eine SS ae Ne ten, ge pt a ee Se ee aE a ea ee Mat rin sence Cg ete | ee ae ere nea ms R RR. Lage Be fer oe Se 0 Bas 
er Fh Re ed Pal BG Sa ta ee ee ee res re ae ce ee ee ical 3 RA ner i Roe sf ee a TE She — Me ORE eee at eee LE See Oe 9 ne Be. kas e = SN 
4 A tive) es A tes mail Pie 2. oe ea “he a ef re a : =p = eee, os i Vines ee z 3 ag pane 
Ae ee be ee ae ae. By enantio epic agree Set ae Ae a em Mae ee te aoe a en Bee “E Re tei. comin ais iP) teams gSe ¥. +). Ree BB ge ke ee Nicene Be 
S on ‘ ae et ais is es es” Ck Ce ee wa et ail ELSE une eee ere pay ates Pe ew! oY ae oe eee Rist adie i ee - onli: gs sh SG Sea Fy 1, Bl a ania AS Se | ee ae ee 
a Lem ola Abe oo ke eee ork OS ie ee ee atl Ss Pe eee eee = mA pe iE og OE Re ne elias MS oe).  « eer | i iy y aorma 2 oy riya: eS. te Od me Ome ar © ee: ery. 


‘Rinso Ofters Encyclopedia | 

A 12-volume “Picture World| 
Encyclopedia” is being offered by | 
Lever Bros. Co., New York, for 


- COLUMBUS’ BALANCED ECONOMY IS IMPORTANT TO YOU) 


, 


ume. The offer is being supported | 
by print and television advertis-| 
ing and point of sale. The offer is 
‘slated to continue through 1960. 
J. Walter Thompson Co. is the 
| Rinso agency. 


Joseph Love Plans 6-Page Ad 
Joseph Love Inc., New York 
|manufacturer of children’s dresses, 
\is observing Mr. Love’s 50th year 
‘in the business with a six-page 
|section in the August issue of 
|Harper’s Bazaar. The theme iis, | 
“The golden years—It must be| 
love.” Ovesey & Straus, New York, | 
| is the agency. 


|| Sho-Aids Expands 
Sho-Aids Inc., Philadelphia spe- 
cialist for complete services to 
trade show exhibitors, has ex- 
panded into the New York area 
with offices at 12 John St. Louis 
| De Cecco, vp, is in charge. 


Columbus’ industrial output tops 1.3 billion annually and is 
the product of hundreds of plants. Yet, less than 30% of her 
people are engaged in industry .. . the balance are in education, 
government, transportation and other "services". This means a 
solid, sound, buying economy ...a healthy, potent ready market 

for you. You reach it all in The Columbus Dispatch that's 
read in four out of five homes daily, nine out of ten Sunday. 


Attractive Optional Combination Rate With Morning 
Ohio State Journal Available 


Representative: O'Mara & Ormsbee, Inc., New York, 
Chicago, Detroit, San Francisco, Los Angeles 


McAskill, Herman & Daley, Inc., Miami Beach 


Jolumbus 
has the buying 
power... 


The Dispatch 
has the selling 
power. 


& “lm on the 
fee Approved List... 
how come 


# | don’t get more 
— business?” 


Even if you are on the Approved List, how 
much business are you going to get? As you 
know, it’s the purchasing agent who decides 
this. 


In industry today the purchasing agent re- 
ceives requisitions or specifications from the 
using departments, and fills them from ap- 
proved sources previously agreed upon by 
engineering, production and maintenance. 
That’s why the share of business you get is 
determined by purchasing. 


Next to a personal call on the purchasing 
agent, the best way to sell him is to advertise 
in PurcHASING Magazine. This is the one mag- 
azine edited to meet all his informational needs 
—including advertisements that tell him about 
your company and its products. 


TRURCHASING macazwne 


A - 
kestes CONOVER-MAST PUBLICATION ig] GuE) 


205 East 42nd Street, New York 17 
the methods and news magazine for industrial buyers 


PURCHASING Magazine conducts a continuing company- 
by-company study of industrial buying power. This 
assures you as an advertiser of complete coverage of 
all worthwhile purchasing departments, 
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Du Pont Buys Local 
TV Programming to 


50¢ and one Rinso box top per vol-|Pysh Orlon Sweaters 


SHAWNEE-ON-DELAWARE, PaA., 
July 7—Du Pont’s textile and fi- 
bers department will buy local tv 
programming in 15 major markets 
to promote Orlon sweaters for 
women next fall. 

Dr. K. C. Bass, of Du Pont’s wom- 
en’s wear merchandising depart- 
ment, told the 40th anniversary 
conference of the Pennsylvania 
district, Knitted Outerwear Man- 
ufacturers Assn., that this depar- 
ture in advertising is to utilize to 
the fullest local tv personality 
figures and to tie in with the local 
stores which account for over 50% 
of all retail store sales in the 
country. 

Objective behind the local tv 
campaign, which is scheduled for 
September and October, is to 
prompt the big-volume stores to 
“put their selling time and money 
behind sweaters of Orlon.” 


s Du Pont also will use big space 
for both Orlon and nylon sweaters 
in Glamour, Harper’s Bazaar, Ma- 
demoiselle, Vogue, New York 
Times and the special New York 
Times fashion section, Dr. Bass 
stated. This also will be an early 
fall campaign to catch back-to- 
school as well as cool weather buy- 
ing. 

Orlon sweaters also will be fea- 


| tured on the new “Du Pont Show 


with June Allyson” in September, 


|October and November to help 
| promote new styles and fiber con- 


struction in both medium-price 
and highstyle garments. 

To help give Orlon sweaters a 
push, the company has established 
resident field representative of- 
fices in New York, Dallas, Cleve- 
land, Chicago and Los Angeles to 


|keep in touch with retail stores 


and to set up storewide promo- 
tions. To date, Dr. Bass said, per- 
sonal calls have been made on 
sweater buyers in 200 leading 
stores. 

“The Five Great Knits in Orlon” 
will be the theme covered in the 
fall promotion. Batten, Barton, 
Durstine & Osborn is the agency. 


DU PONT SETS DRIVE 
FOR MEN’S SWEATERS 

SHAWNEE-ON-DELAWARE, PA., 
July 7— “Sweatermanship with 
Orlon is the art of looking great in 
sweaters without half trying” is 
the theme behind an extensive fall 
program for men’s Orlon sweaters 
by E. I. du Pont de Nemours & Co. 

The campaign includes nine 
commercials on “Today,” three on 
“The Du Pont Show with June Al- 
lyson,” five color pages in Sports 
Illustrated and three b&w pages 
in The New Yorker. 

In addition, retail tie-ins will 
run in 65 cities where “Today” 
is seen during the Christmas buy- 
ing season. Batten, Barton, Durs- 
tine & Osborn is the agency. # 


Darcy & Bush Formed 

Darcy & Bush Associates, pub- 
lic relations and management con- 
sultant company, has been formed 
by George R. Darcy and Robert 
H. Bush with offices at 339 East 
Ave., Rochester, and nine inde- 
pendent regional affiliations. Mr. 
Darcy was formerly senior vp and 
assistant to the president of Rum- 
rill Co., which he joined in 1954. 
Mr. Bush joined the agency in 
1956 to establish a public relations 
division and was vp and director 
of pr. 


Argus Offers Ad Kit 

A do-it-yourself advertising kit, 
“How to be Your Ad Man,” is 
offered by Argus Cameras, Ann 
Arbor, to its dealers, regional and 
district sales managers, to help 
them in local advertising prepara- 


tion. 
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} Carnation Evaporated Milk, 
through Erwin Wasey, Ruthrauff & Ryan, is buying 
| LOVE raised to the 19,312,000th* power in 


* 
“Ameri ca n second only to Church... on Sunday 


Weekly | 


SELLS THE MOST - FOR THE LEAST + WHERE THE MOST IS SOLD 


*Primary Readers, Daniel Starch 1959 Consumer Magazine Report 
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Ayu an IRE award winner for 1959: 


® 
IRE REMEMBERS THE MAN 
for his 


Creative Energies 


And behind the cold statistics 
of the 67,369 (ABC) circulation 
Proceedings now enjoys, are 
54,557 professionally qualified 
men pius 12,812 student 
members in 156 Engineering 
Colleges, now awaiting your 
message in their own journal. 
if you buy space in the 
radio-electronics field, you 
should meet them. 


For a share in the present, 
and a stake in the future, 
make your product NEWS in 
ms Proceedings of the IRE 
sino 4 The institute of Radio Engineers 
Adv. Dept. 72 West 45th Street, New York 36, New York « MUrray Hill 2-6606 
Boston « Chicago « Minneapolis « San Francisco e Los Angeles 


A\e 


Behind a man's desire to | 
succeed in his job is a man’s 
desire to use his creative mind 
to its fullest. Inthe field of = 
television, Paul Weimer, } 
Group Leader of Pickup Tube 
Research, RCA Laboratories, 
stands out. For his ‘contribution 
to photoconductive-type pickup 
tubes,"’ IRE is proud to honor 
Mr. Weimer with the Vladimir K. 
Zworykin Television Prize. 


Hearty congratulations to 
Mr.Weimer for his fine work 
in such an important area 
of modern life. 


16.1% growth in linage in ’58 More and more 


| 
advertisers are using | 


health appeals to sell merchandise. Most general monthlies declined in 1958, 
but the NEW Topay’s HEALTH surged up—16.1% —fifth largest gain recorded 


pleasant — powerful! 


strictly 
itive 


Sees eee eeeeee 


4 


magazine 
that features 
positive living 


family 


Foe Growtar Prem of Leng Comer 


gomery St., San Francisco 11, California, SUtter 1-4583, 


for the American 


‘ 
Today's Health is published by the American 
Medical Association, 535 N. Dearborn St., Chicago 10, Illinois, WHitehall 4-1500; 475 Fifth Ave., New York 17, New York, 
ORegon 9-9383; Whaley-Simpson Company, 6608 Selma Ave., Los Angeles 28, California, HOllywood 3-7157; 700 Mont- 


ie among general magazines listed.* And we show a 9.4% linage growth through | 
April, 1959, over the same period in 1958. m More consumers know it’s smart 

to be healthy! m May issue of Topay’s HEALTH will deliver 125,000 copies — 
over our guarantee! This whopping bonus brings cost per thousand down to 
$2.80. m Advertising vitality —circulation vigor — reflect the NEW Topay’s 
HEALTH—a new editor—a new editorial approach to health that is positive— 


*Printer's Ink, December 19, 1958 | 
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Getting Personal 


Al Leconte, of the Sunset sales office in San Francisco, is sporting 
a new gold watch, presented to him in recognition of his 30 years 
with the magazine ... Carole Baumgarten, on the New York Times 
editorial staff, and Curtis H. Kaufman, vp of Jayark Films Corp., 
will wed July 12 and honeymoon in Hawaii... A fourth child, Tim- 
othy, June 13 joined the family of Jack O’Mara, director of promo- 
tion and merchandising for KTTV, Los Angeles...John Sterling, 
publisher of This Week Magazine, is the recipient of a Dartmouth 
alumni award... 


Pete Callaway, on the third day on the job as new Sports IIllus- 
trated ad director, won $32 in the office pool—he had Ingemar Jo- 
hansson in the third ... Howard Rose, media vp of The Buchen Co., 
Chicago, has set for himself the Bennett Cerf-ian task of gathering 
jokes, gags, anecdotes and 
what have you, preferably 
about the ad business, to pass 
along to L. R. (Andy) Ander- 
son, former Buchen chief ac- 
countant. An invalid for many 


years, Andy’s hobby is hu- 
mor... 

Most happy fella in St. 
Louis is Henry George, ac- 


count exec at Frank Block As- 
sociates. His first child, an 8 
lb., 13 oz. girl, Alison Blair, 
was born June 23... Gig Go- 
nella of Guild, Bascom & Bon- 
figli’s San Francisco office is 
instructing a night course in 
ad layout and design at the 
California School of Fine 
Are... 

Ned Cushing, owner of 
North Kansas Outdoor Adver- 
tising Co., Downs, Kan., has 
been elected chairman of the 
Young Republican National 
Federation. He’s been active 
in the Young GOP organiza- 
tion for more than ten years 
... Richard Powell, former vp 
of N. W. Ayer, and now a 
novel-writing resident of Fort 
Myers, Fla., is making news 
in the boating world. He won 
the sail boat lightning class 
cup at Brant Beach, N. J., 
where he and his family spend 
the summers... 

Norma Lopez of WCAU, 
Philadelphia, national sales, 
and Richard Mercer, of the 
travel ad department of the Philadelphia Bulletin, have sold each 
other on a fall wedding ...James F. Smith, president of his own 
Hartford, Conn., agency, has been cited by the Hartford Adclub for 
“leadership, accomplishments, special achievements and service in 
building up and advancement of the social and economic values of 
advertising”... 

Personal items from the 56th Advertising Assn. of the West con- 
vention at Lake Tahoe, Calif—International flavor was added 
to the meeting by the presence of Sr. and Sra. Everardo Camacho 
Mora. He is president of the Asociacion Mexicana de Agencias de 
Publicidad (Mexican equivalent of the Four A’s), and spoke 
to the delegates in Spanish. At his elbow, to give a sinning 
translation, was Sr. Burt S. Avedon, vp of Kenyon & Ecklrdt de 
Mexico. Also present, from Dentsu in Tokyo, was Jiro Sug, who 
was sporting a very fancy camera—made in Germany!... ‘/ne of 
the impromptu entertainment highlights was provided by Kay Hoef- 
er (husband John Hoefer heads Hoefer, Dieterich & Brown in San 
Francisco), who displayed her considerable talent for singing and 
playing the piano . . . Two “casualties” who still managed to get 
around in the hilly Tahoe country were Joel Goldfus of BBDO, San 
Francisco, who is recovering from a broken right foot, and Mrs. 
Richard Fowler, also of San Francisco, who slipped on a loose side- 
walk board in Tahoe City, injuring her right foot and skinning her 
knees ... On a happier note—the twinkling feet of Mrs. Bob Hem- 
mings (husband is outgoing president of Advertising Club of Los 
Angeles), whose rendition of the Charleston brought a round of ap- 
plause from her audience . . . The final morning’s session was bright- 
ened by the surprise appearance of a young choral group composed 
of children of AAW delegates... 


John W. Brown, promotion art director of TV Guide, has been 
elected president of the alumni assn. of the Philadelphia Museum 
College of Art ... Lee Bland, vp of Leo Burnett Co., won an Isetta 
for his prize-winning entry in a “Rename-the-Announcer” contest 
sponsored by the Gothic Corp. Other winners were Jules Singer, 
Grey vp; Marshall Rothen, technical director, Kenyon & Eckhardt; 
Kennedy Williams, tv film producer, Benton & Bowles, and Armand 
Scala, film production supervisor at N. W. Ayer. Contest was held 
to find a new term for “Announcer,” now considered by some to be 
archaic. Consensus was that “tv company salesman” was a better 
title... 

Vacationers: Col. John R. Reitemeyer, publisher of the Courant, 
Hartford, and Mrs. Reitemeyer have returned from an extended 
tour of Europe ... Walter Smith, media planning vp at William Esty 
& Co., and family returned July 5 after several weeks of Bermuda 
basking... Thomas J. Carnese, senior vp and general manager of 
Ted Bates & Co., and family are off on a tour of Italy and France... 
Thomas H. Knorr Sr., sales rep for Playboy, his wife and daughter 
are motoring through Germany, Italy and France with Tom Jr., sta- 
tioned in Heidelburg... 


NICE CATCH—Les Barnhill, promo- 
tion manager of the Miami Herald, 
shows off the 146-lb. blue marlin 
he brought in while fishing with 
the Herald publisher, Jack Knight, 
off Bimini in the Bahamas. 
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THE CHRONICLE GAINED 
ALMOST TWICE AS MANY FAMILIES AS 
ALL OTHER SAN FRANCISCO PAPERS 
COMBINED! 


wo 


Here is what has happened in 6 months: 


} 


Daily Circulation 


CHRONICLE 
GAINED 


15,096 


~ 


THE CHRONICLE ..... GAINED 15,096 


& THE CALL-BULLETIN.. GAINED 7 ,QU5 


CALL- 
BULLETIN 


THE NEWS ........ GAINED 64 aa A 


—_—$ $$ 


THE EXAMINER.....GAINED 9337 7.966 


Sunday Circulation 


THECHRONICLE ...GAINED 23,315 
* THE EXAMINER ... GAINED 13,396 


San Francisco Chronicle 


THE VOICE OF THE WEST 


Source: ABC Publishers Statements for Quarters ending March 3! 1969; Sept 30, 1968 
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ABC Revises Rules 
for Dailies, Farm, 
Business Papers 


MONTEBELLO, QueE., July 7—Busi- | 


ness publications which distribute 
less than 500 free copies can omit 
a breakdown of such distribution 
under new rules adopted by the 
Audit Bureau of Circulations board | 
of directors, which met here. 
The rule is effective with pub- 
lisher’s statements’ for the six- 
month period ending July 30, 1959. 
The 500-copy maximum excludes 
checking copies. 
In other actions, the ABC board: 
e Allowed newspapers, in the} 
event of an emergency, to elimi-| 
nate days affected from computa- | 
tion of averages if it is 5% or 
more above or below the circula- 
tion for the preceding correspond- | 
ing days that had a normal cir-| 
! 


culation. 
e Made the reporting of bulk sales | 


A noted clergyman says: 


“Bloomington-Normal 
is Simply a 
Nice Place to Live 
— Ideal for New Industry’’ 


“For more than 29 years I have | 
been a resident of Bloomington- | 
Normal, Illinois. The cultures 
provided by two universities, 
Illinois Wesleyan and Illinois 
State Normal University, the | 
activity of business, and the) 
wholesome balance of agricul- | 
ture make this a strong com-. 
munity. And the spiritual 
strength of our churches (58— | 
representing 37 denominations) | 
permeates all of life in these | 
twin cities. 


“We are glad that our chil-| 
dren have been, and are being) 
brought up in an environment 
of spiritual, economic, and so- 
cial stability. It is a great pleas-| 


for farm publications a separate;|to report their circulation within 
item, rather than within the aver- | metropolitan areas. 

age total unpaid distribution fig- e Changed rules to permit sub- 
| Uses. scriptions obtained by offering 
|some of the copies free to be 
counted as paid circulation only 
when a contractual agreement ex- 
ists for the full term of the sub- 
scription. # 


|e Permitted newspapers to show 
all circulation data in interim 
(quarterly) publisher’s statements. 
Dailies showing metropolitan area 
totals in audit reports can now 
repeat that data in subsequent | 
publisher’s statements, ‘Time Int'l’ Moves Kirk 

« Allowed Canadian newspaper to S.F., Shifts Four Others 
publishers, as well as U.S. dailies,, Time has made a number of 


Advertising Age, July 13, 1959 


| shifts in the sales staff of its inter-: NJAA Chapter Names Schaar 

national editions. William Kirk,| Edward H. Schaar, Edward 
formerly advertising sales manag-| Schaar Associates, has been elec- 
|er in Chicago, has been named to|ted president of the southern 
the same position in San Francisco, | California chapter of the National 
replacing George Newell, who is| Industrial Advertisers Assn. Oth- 
retiring to enter private business. er officers are Henry J. Zellweger, 
Mack Burke, from the New York; Pendleton Tool Industries, vp; 
| staff, will replace Mr. Kirk in Chi-|H. Van Jacobsen, Axelson Mfg. 
cago. Other shifts are: Steve Larue|Co., vp; Peter Schulz, Duncan A. 
| from Cleveland to New York; Bob | Scott & Co., vp; Richard Ebberts, 
|Campbell from New York to Cleve- | Barksdale Valves, secretary, and 
|land; Rollie Boynton from Chicago| Ben Warner Jr., Backman Instru- 


| to New York. | ments, treasurer. 


39 THRILLING FIRST-RUN FILMED 
HALF-HOURS BASED ON SAN DIEGO 
POLICE DEPARTMENT FILES!... FOR 
LOCAL AND REGIONAL SPONSORSHIP! 


REALLY DIFFERENT! 


It’s the unusual story of a tough, resolute 
police officer .. . the eager, ambitious rookies 
he trains .. . and his friend, a resourceful, 
conscientious police-reporter. 


.». And the story of a meiting-pot city— 

San Diego . . . and its people—the fishermen, 
the sailors, the barkeeps, the bankers— 
fully-drawn characters in intriguing situations. 


ure to recommend this >a 


nity as a ‘home town.’ It is an 
ideal spot.” 


Harold R. Martin 


MINISTER 
Second Presbyterian Church 


it’s a 
fact! 


The prosperous 
Bloomington- 
Normal area is 
covered by e 
Pantagraph — the 
newspaper with 
the 2nd largest 
evening circula- 
tion in Illinois. 


rue Pantagraph 


BLOOMINGTON-NORMAL, ILLINOIS 


FULL COLOR 


NOW AVAILABLE 
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VICTOR JORY PATRICK McVEY 
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Advertising Age, July 13, 1959 


Stations Stamp 
‘Paid’ on ‘Bills’ 
to Service Groups 


Cuicaco, July 7—WNBQ and 
WMAGQ, the National Broadcasting 
Co. tv and radio outlets here, 
picked up time costs of $455,480 
for spot announcements by public 
service organizations during the 
first quarter of 1959. 

More than 50 public service or- 


ganizations received time billing; ized account of the number of spots | chased 


invoices marked “paid in full,” 


with a message from Lloyd E. Yo- | 
der, NBC vp and general manager | 


of WNBQ-WMAQ. 

“We are happy to mark the bill- 
ings statement ‘paid in full,’ for 
the real payment in public service 
comes not in dollars and cents, but 
in serving the human interests and 
welfare of our community,” Mr. 
Yoder said. 

The invoices were sent to give 
the public service groups an item- 


and estimated dollar value given 
to their various campaigns. # 


Sylvania Uses Print Media 
to Feature Rebate Coupon 
Sylvania Electric Products, New 
York, a wholly-owned subsidiary 
of General Telephone & Electron- 
ics Corp., has launched a nation- 
wide advertising campaign in print 
media featuring a certificate enti- 
tling consumers to a $2 rebate on a 
Sylvania receiving tube when pur- 


in combination with a 
|Silver Screen 85 picture tube. 


| The push will feature 15 ads in | 
the June through November issues | 


of Parade, Reader’s Digest, Sunday 
and TV Guide. Spreads and three- 
page ads will be run in summer is- 
| sues of Electronic Technician, Elec- 
tronics World, Jobber News, 
NATESA Scope, NEDA Journal, 
PF Reporter, Parts Jobber, Radio 
Electronics and Radio & Tv 
Weekly. Dealers will be supplied 
with newspaper mats and envelope 


Ae 


@ Ene 


CO-STARRING 


NEW! ALREADY SOLD TO: 


SCREEN 


TELEVISION SUBSIDIARY OF C 
‘| NEWYORK - DETROIT 


ALKA SELTZER 
(Los Angeles, San Francisco) 


COORS BEER 
(Rocky Mountain Regional) 


GENESEE BREWING 
(Nine Markets Including 
Buffalo, Rochester and Syracuse) 


HOUSTON 


FOR DETAILS CONTACT 


45 LOCAL ADVERTISERS 


GEMS unc. 


'O 


LUMBIA PICTURES CORP 
HOLLYWOOD ATLANTA TORONT 


J. Walter Thompson Co. 


19 


stuffers containing the coupons 
is the 
agency. 


Walsh Reports New Billings 
Total $1,125,000 in 18 Months 

Walsh Advertising Co. Ltd., To- 
ronto, reported at its 3lst annual 
meeting last week that the agency 
has acquired new billings totaling 
$1,125,000 in the past 18 months. 
George E. Cross, exec vp and gen- 
eral manager, forecast to share- 
holders an additional 15% increase 
in business this year over 1958. Mr. 
Cross said a reorganization of Ed- 
itorial Services Ltd., Walsh’s pub- 
lic relations subsidiary, has been 
completed, with Ernest J. Little as 
vp and general manager. 

Those attending the annual 
meeting were employes of Walsh, 
which is entirely owned by its 
staff, more than 50% of whom 
hold stock in the company. No one 
shareholder is permitted to hold 
more than 15% of the total stock. 


My Mommy Listens 
. to KFWB 


...and listens, and listens 
and listens! Pulse and 
Hooper have proven it for 
many months past...and 
now Nielsen makes it 
unanimous: rates KFWB 
#1 in total audience in the 
L.A. Area in their book, 
too! So...whether you 
use Pulse, Hooper or Niel- 
sen as a guide...one 
thing you should do for 
sure: Buy KFWB... first 
in Los Angeles. It's the 
thing to do! 


6419 28 / WO 3-515) 
ROBERT M. PURCELL, President and Gen Manager 
JAMES F. SIMONS, Gen. Sales Manager 
Represented nationally by JOWN BLAIR & CO. 


s 5 — 3 i Ms : f : Bae 
} ne 
ic : 
BS 
ch 
B eg: a 
; / oF ab: 
- Palin 
ce sige OY 
q | Bete 
oF: ei = . ‘* 
Bes « t 
5 ey 7 4 ; x! Ss f at ‘ 
io . Sie S . pe oe 7 = 
x Ee ee 3 eS aye pe 
a ee ee 
“ aa 
sl 
; Lape 
«® a 
| a A ‘i ° 4 
a . eh ' » ‘ $, . . 
a ~ 
‘ 4 ie Te 
\ RS i a 
\ £ - ’ 4 i 
- ts 
} ae 4) . me He 
. Roe 
i agi { \ ool 
pe . Sees 
Pi: 
\ touw te ww z . 
peo hier See 
i ee) ee ee - we lai 
: Pete ents { bo eee, 
ie | pre Po és xh : : 
& ote r aga ait Kew tie oe ee 
; PP ee Tin Bh iy - ee 
rs, ee i eats. ae 
eee 1: ie ak 
; i a re ee esi rae 
; aa | a ee: 
a ee P; ms) a We : ' ‘. ed ae 
; a : Me nbd rae er 
- ee Pe eh F : 
i » id ie ei — f 7 eA %)) a 
oe le r : te ee \ | id 
meee 4 tae ,. _ ci 2 | ; 
ae ‘i. ae # PLUS | =a 
ens aa fl i" ‘ Pi a 4 , 
ee Sigg a | : 
< . ’ > ae Z mo 
a “a a , a E 
el, ; \ = a 3 =e 
[res . @ “ 
ny les ee Bi geet = Bh a ve , 
RRR a. <a ii 
AP ad ae : ¥ P a a 
ae am Fa Ms aaa ia, 
fa ere 35 Seems Cage — Pema 
Ge at Bee ei ae Pek Ee cel 
i ie Se a 4 Shi ra eee xe 
ie ge ‘uae - en gs < wad Some sere 
See ee . ee ers e a od . te ae : 
er aA iain > an ee. reas Mees a 
MRS ime ical a Oi ee a ~ ae 
Lee. gene er ta ieee ec. yee 
EE i Pe de SG ie poate 
i prea) id ru Spa = Si ‘a TO Seats SR) Fees Rae are 
i: z Big ae mee oe eae ie ae Seema ye eee as 
eis at ale Ke i not ° able ore aa cae Valin: He 4 
~ é r pee Mn a et iy “ESR VE foc aes ene eR aod 
Se oc i a Be. a tics Sas an cee ee “eee 
er it et 6) 4 com ae Rage Ree aE sd : Hee = or a eee 
i ere me oo) ea oe neha s3 a Ke . 
he eS Ste: Seria nae sat aie es + neta a CLS er uy 
eae ge area tus tery Bes GR algae ieee chy) Cam Cee 
Bs Bae | ba ae ae ay - * nes | ene cee egies cs 
De ea cca i ees a ee ieee 
ip eae fi lh al bei Beers: ae ex ee ie mega | ae See S 
RM eS ay ete is eles ain ea ai Re ieee Sareea Say eens 
te eee ae ae Ga. ee the, ee ee SS alee ee foe 
i Gee See ore a “ fos - a a Re ee Se sl .tes pean 
a. A a - Pgh fe 4 : re ‘ : 7 _ ie i Cer a 
ey sf nan ae ate eee tae OER nome ee eh. renin tah Bact ee 
Os ct ee Peer Me or a? re heen ies bee ees ie ee rea os 
ae 7 2 gia See gas acess: ae oe see Fe ty, ced at UM, saad Ms ca i uae 
oe ae 2 toutes eae ame a: iyi anne See ae Ma gee ge 
. ae a é: en ee Pe eT ae 
* , : d Ps sagt aay pi 
Ase - ; a ; Sa Dio WERE CS 4 rs Oe $ 
cna Z cot if “Ai = . Nee a a i. a el Wa eters : € 
OMB ee See eee ape en a ey i Ps “ eee 
; a5 aS Sheet Gee eR ey, on, ee. i 4 oe 
f RR ae Reinet Mes opment uses oe mi ie a dhe tele ead ake - See a ce, cai 
; eee iS eae m0 i Se eae = ae ae mae, all 
cei hees Se pees ate eo ge er eee ee be say tae eee ee § ie 
ae “nea. ere er Pe fee. i ae pt abet 5x. & RF a ig Ce th Set fe per ae 
{ WEARIUCDp AIC y eo, LHR alee uae imine TAMMeT re oe BO cad 
, eet a7 2 EN ALES A Aec tA ya ak West. A eee ge a Ee : ae 
ey Pat tes Cit NB ey ae Lae RO Se er os eee ce eel -£ & Fae 
ii pS ee A a eae an as Se Up eee SS ee 
ete > See A ad art Heap pi eh Gekatatie Ve Tl oct ooo. = See cA ies ee SOOT, 
Te eC Cae ae aaneay eae aOR Pee ee ee, ieee ae oe Jed ae - 
Eh, ni per, Ms We a-Si Nala ee ae - a ee 
C “Seg, Pe Se are Weer) See ae ee ————__—________ ies ey 
5 : Vera: eh Sen en oe "sed Xo i ae ens ca mien ae ue 5 * 
zs Paes oe) Bo ae i Ld ac a gees ahs 
4 et a Ag? ae 
8 7 ge By a 7 i; a 
ad wa a. . 
ie : 
<a v 
: E ee yh ae = 4 . a c'ct ee eee See hire 
. 4 uf aie ‘Aiirecgen 8 ii zs Be (ce Wei ge Tha ye a ne wae 
® 2 = 3 ; peel ae = oo bes fine? 2 Bs. Channel Metens vo ig 
ee ed A Ste a ey a4 in) les fe 
t x a wa phe eae a. a ae = oe ‘ul se) ae ‘a a. Be 
y : Wari Bice eas: ee tee ; : . Ee 
f ; ae a a teen ; . ae 
? "TG ho O8 | a . 
j 3 | f 
5 ah 
praia, van > EOS Sa 
4 = Fatt Leys a tg ee en a ARE sin AS eo (Oto el a rs age : a8 : Bo i Sia 
Ct. ee eee oe te aR Re NE rer ens dys 9 a PnP ot re Oe en aces Oe eS 
Nias Geir. rated cat an ten RU, Bethy eas Glee ae SSeS Note asaya Pay eee Nie apk oevaReet bee mi cle Re eee 2 het iy) Teet ee 
: ee rere soa ok spies ae Sn eee Cee he a sas Sea wih eee | ean egies he cam ey Bapts Sie Hee 
ORE tear, Oy Ca Sake i pat nes ft Vii al ir Set ened Actor a rae 2 sad © ert Lets A Papeete ere Tet a Say eet eae 
ad: SRE 2 SRNR EC SS BAL, 88 STATE RS SO a ay SEE Ne aa ed ie ee Wye ee cs a er pee nearer a | eg. 
| | : : Ee Sie 
° Pete et 
Bs 
sais 
, ee 
a ’ a a ae 
5 : 
¥ - 
35 : 
; aie ek ‘ ; a %. 
PUR ap cet Ieee ee A me. a Fe : . SSIS, ee fe te ae Pe Tote - eens Meee Lact ee Sir are eee a Se re cubs aah See eee a 
Me Sir ae en the a Eee aa Ne ce Ae iat To (rc A a AS eee le? aged Mey CH Pie gO We, ng Pah te 
2 ee ay Ri Aatg wt aoe = et Bens Saya. ne A oes Ca Walch canine = age.) Gg Nair <page ene 
wink oh a Waka street A ial Cae it ey Same ae eee ee ame, eee (A 


Ks . 
a 
i: 


“BUSINESS PUBLICATION ADVERTISING 
SUPPORTS OUR SALES GROWTH" 


“‘Emerson-Electric enjoys the profitable results of integrated mar- 


keting practice,” states Edward L. O’Neill, marketing vice presi- 
dent. “Our growth is due to many factors, but the continuing 
success of our multiple lines is the result of co-ordination between 
market analysis, design, production, sales and advertising. We find 
business publications the best medium for capitalizing this co- 
ordinated effort. Month after month, we use business publication 
advertising to express our confidence in the future and support 
our sales growth.” 


IF WHAT YOU MAKE OR SELL is bought by business 

Mts, ; and industry, you can “mechanize”’ your selling by concentrating 
i your advertising in the McGraw-Hill publications serving your 
: markets. It is the economical means of pinpointing the greatest 
number of prime prospects . . . lets you talk the language of the 

men-who-buy, while they’re in a mood for business. . . gives your 

salesmen more time to make specific proposals and close sales. 


.. McGraw-Hill . 
—@: @ 


“—’” PUBLICATION 8s WS 


McGRAW-HILL PUBLISHING COMPANY, INC., 
330 WEST 42nd STREET, NEW YORK 36, N. Y. 


6 STEPS TO 
SUCCESSFUL 
SELLING 
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Largest Metropolitan 
Market in the Nation 


NOW! DAYTON, OnI0 


The Census Bureau has now officially recognized 
Dayton's steady and solid growth, making the 
area one of the nation's foremost markets. 

Currently —1959—superior buying power in 
Dayton is shown by the highest average wages 
per employee of all Ohio markets. 


The Dayton Daily News + Journal Herald 


Represented nationally by SAWYER « FERGUSON * WALKER Company 


‘Back Frigidaire’s 
: Appliance Line 


i) Dayton, July 7—The Frigidaire 
| division of General Motors is con- 
§ ducting a Gold Crown Jubilee pro- 
§| motion this summer to stimulate 
g appliance sales. 
1 Timed to capitalize on the intro- 
|duction of five new models, the 
8 campaign is putting the bulk of ad- 
|vertising and promotion support 
Ei behind Frigidaire’s two Frost- 
§'| Proof freezers, two new two-door 
§ Frost-Proof refrigerator-freezers 
and the new 30” range with the 
rt Pull ’n Clean oven. 
| A $100,000 consumer sweep- 
| takes with 1,650 chances to win 
is the star attraction of the push. 
The contest will feature five week- 
ly drawings ending July 24 with a 


aR 
e 


I 


AIR FREIGHT | 


XGLUSIVE 


Personalized service by United Air Lines means 
satisfied shippers, more efficient shipping 


Air freight service by United Air Lines is personalized just for you. Guaranteed space 
is yours for the asking, and your shipments always receive the personal attention 
of United Cargo Representatives. Handling procedures, too, are custom-tailored 
to each kind of cargo. And freight is monitored every minute and mile of the way. 


AND MORE ‘‘EXTRAS”’ 


Reserved Air Freight guarantees 
space at the regular rate on any 
United flight going anywhere. 


2000-community service lets you 
reach more major markets direct 
than on any other single airline. 


Mainliner® and Cargoliner flights 
both carry freight, and assure you 
of frequent high-capacity service. 


Door-to-door service is another 
convenient United feature for 
minimum handling and top speed. 


FREE BOOKLET 


Telis how United Air Lines Air 
Freight provides better service 
and lower costs for shippers. 
Just write to Cargo Sales Divi- 
sion, United Air Lines, 36 South 
Wabash Avenue, Chicago 3, Ill. 


Advertising Age, July 13, 1959 


Pee eT yee 


ete TEP Sig a: IK 


[i caddnscensncsaqncescncocesee: Sts of Drives eS eS 


... appliances... dimensions... ideas! 


APPLIANCE GUIDE—This is the first 

page of four consecutive two-color 

page ads being run by Frigidaire 

division of General Motors in seven 
magazines. 


top winner of $10,000 each week. 


s Other cash prizes include five 
weekly second place awards of 
| $2,000 and five third prizes of $1,- 
|000. First, second and third place 
|winners also receive as a bonus 
| prize their choice among Frigidaire 
appliances. Fifty fourth-place win- 
|ners (ten each week) will receive 
{their choice of top-line Frigidaire 
joven ranges, freezers, room air 
| conditioners, automatic dryers, etc. 
| The contest will be supported by 
/ads in Life, Look, Parade, The Sat- 
urday Evening Post and This Week 
Magazine. Ads also will run on 
Frigidaire’s four weekly daytime tv 
shows, “Treasure Hunt,” “Price 
is Right,” “Concentration” and 
“Country Fair.” 


s The second stage of the Jubilee 
will feature freezers. Starting with 
a color spread in Life, ads also will 
run in Better Homes & Gardens, 
Farm Journal, Good Housekeeping, 
Look, Progressive Farmer, Suc- 
cessful Farming and The Saturday 
Evening Post. 

Spot commercials also will be 
heard on the four tv_ shows. 
Dancer-Fitzgerald-Sample is Frig- 
idaire’s agency. 


® The third segment of the Gold 
Crown Jubilee is a tie-in consumer 
contest program with General 
Mills for its Gold Medal flour. The 
competition will feature five week- 
ly contests, with homemakers be- 
ing asked to name a frozen pie 
featured in ads. Freezers will go to 
25 winners. 

The best of the top 125 winners 
will receive a grand prize of $10,- 
000. Gold Medal contest ads will 
appear in Better Homes & Gardens, 
Family Circle, Family Weekly, 
Good Housekeeping, Life, Look, 
This Week Magazine and Woman’s 
Day. 

A saturation spot campaign also 
will be run on five network tv 
shows sponsored by General Mills: 
“Secret Storm,” “Verdict is Yours,” 
“Love of Life,” “Wyatt Earp” and 
“American Bandstand.” D-F-S also 
handles Gold Medal flour adver- 
tising. + 


Knox Reeves Names Two 

Eric T. Lifner and Tom W. Flew- 
harty have joined Knox Reeves 
Advertising, Minneapolis, as ac- 
count executives. Mr. Lifner was 
with Young & Rubicam and An- 
derson-McConnell Advertising. 
|Mr. Flewharty formerly was an 
account executive with McCann- 
Erickson, Atlanta. 


Nelson Joins Lehn & Fink 

Edgar W. Nelson, formerly senior 
vp of Market Planning Corp., an 
affiliate of McCann-Erickson, has 
been named to the new post of gen- 
eral manager of the Lehn & Fink 
division of Lehn & Fink Products 
\Corp., New York, 
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THREE WILL MISS 


| ONE OUT C 


One-third of all commercials today are completely ineffective in selling the product. So says research....9 out of 10, you will 
probably agree, are less than great. To score over competition, you must look upon Radio-T'V as a selling medium, not just a 


form of entertainment...and on the commercial as the most important part of this great selling tool. N.W. AYER & SON, INC. 


The commercial is the payoff 
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|Haywood Shows Protit 
Haywood Publishing Co. of Illi- 
nois, Chicago, has reported a net 


Account Switchitis, 
profit of $124,900 for the fiscal 
year ending May 31, 1959. This 


Infects British Isles 
represents a 7.75% earning, Mar-| 


'shall Haywood Jr., president, said) LONDON, July 7—Account 
‘in the preliminary report. Switching appears to be on the 
jrise in the British advertising 
world. Admen here say the traffic 
is still not as heavy as it is on 
Madison Ave., but it’s getting 
there. 
| In the first half of 1959 two of 
Britain’s largest advertisers—Im- 
perial Tobacco Co. and Gillette 
Industries—fired old agencies and 
appointed new ones (AA, April 
13, June 29). 
| More client unrest is cropping 
| up now. 

Libby, McNeill & Libby, the 
company which helped J. Walter 
Thompson Co. get its big start in 
London 35 years ago, moved its 
4 $280,000 account into the Masius 


A NEW IDEA IN ‘Madison Ave. Virus, 


HOUSE ORGANS 


Original, exclusive ideas on business im- 
P #. Fully i d. Territory ar- 
rangement, Get sample issue, prices. 
IRVING LEVY, 935 PARK AVE., W. Y. 28, WY. 


HIGH RECALL ON 
THEATRE SCREEN ADS 


Audiences remember theatre screen 
advertising. Surveys show that more 
than 70% of the theatre audience 
has unaided recall of screen adver- 
tising 24 hours after exposure. 


FOR COPIES OF BROCHURE AND FURTHER INFORMATION CONTACT; 
THEATRE-SCREEN ADVERTISING BUREAU 
437 MERCHANDISE MART + CHICAGO 54, ILLINOIS 


— 


a 
“Ss 


The English for 


Madison Avenue 


Rs 


AWN 


We have always so much admired American ideas about the 
scope of advertising agency service that we started giving it to our 
clients back in the 1920's 

We think that’s why we — The London Press Exchange and its 
seven subsidiary specialist companies — are today one of the two 
largest advertising concerns outside the United States. 

And we know that’s why we have the privilege of working for 
such big American concerns as Wrigley’s, Miles Laboratories Ltd. 
and Remington Rand (Shaver Division), among others. 

If you think it is important that your advertising in Britain 
should be in the hands of people who can combine the American 
way of thinking with the British way of life, come and see us or 
send your London representative. 

If you can’t do either, we have some printed information about 
ourselves that we would be happy to send you. 


ig Ot. Martin's Lan 
..-home of the LPE 


THE LONDON PRESS 
EXCHANGE LIMITED 


CHEADQUARTERS OF THE LPE ORGANIZATION) 
110 ST. MARTIN’S LANE 
LONDON WC2-: ENGLAND 


& Fergusson shop last week. The|a year. Now, selling at 2 shillings 
food packer’s previous agency is 6 pence (35¢) cheaper, and with 


T. B. Browne Ltd. 
Masius & Fergusson, 
here to Lord & Thomas, also an- 
nounced that effective immediately 
it is taking over the advertising 


successor | 
|exceed all previous sales records. 


for Daxaids, an indigestion remedy | 


made by Chas. Pfizer. S. H. Ben- 
son Ltd., the new Gillette agency, 
previously handled the business. 


s Colgate-Palmolive Ltd. is also 
realigning. On July 14 it will move 
Cadum toilet soap from McCann- 
Erickson to John Hobson & Part- 
ners. Hobson already has two 
Colgate brands—Lustre-Creme 
and Ola liquid detergent. McCann 


retains Colgate’s shaving prepara- | 


tions, Trojan scouring pads and 
Halo shampoo. 

Another U.S.-owned company, 
Minnesota Mining & Mfg. Co., has 
switched from a two-agency to a 
one-agency lineup. It recently 
named T. Booth Waddicor & Part- 
ners to handle its Thermofax 
copier and it has now assigned all 


| $100,800 for display and point of 


its British advertising to Waddicor. | 


In the past, the 3Ms company has 
used Masius & Fergusson and | 
Leggett, Nicholson & Partners. 


GILLETTE ENDS AGENCY 
TIE WITH AD SPREE 
Lonpon, July 7—The Gillette | 


account, moving out of the W. S.| Fischer Black, formerly editor and 
(AA, publisher, who has joined Tampa 
April 13), is going out with a bang. | Electric Co. as administrative vp. 


Crawford agency Sept. 1 

As the countdown neared for its | 
move to S. H. Benson, the account 
rocketed off on the biggest sum- 
mer razor promotion in its 25 
years at Crawford. 

Between June 1 and Aug. 22, 
Gillette is spending a record | 


£114,000 ($319,200) to launch its|Co., and Alan Jacobson, copy con- 
new 60-Special one-piece razor set, | sultant, vps; Dorothy Nixon, Lever 


retailing at 5 shillings (70¢). 


s For the past two years, Gillette | secretary 
has been selling one-piece razors| Matase, Pronto Addressing & Mail- 
at the rate of more than 1,000,000| ing Service, treasurer. 


| Stanley H. Rubin, Elite Letter Co., 


Advertising Age, July 13, 1959 


the biggest ever advertising sup- 
port, the 60-Special is expected to 


In addition to the $319,200 being 
spent on press and television ad- 
vertising, Gillette has set aside 


purchase promotion material. 

The first phase of the summer 
campaign, now ending, has used 
the theme, “How old is your old 
razor?” No mention is made of the 
60-Special razor. The second 
phase, opened June 26, will use the 
copy theme, “Lowest price ever 
for a Gillette one-piece razor.” + 


McGraw-Hill Names Shew 
‘Electrical World’ Publisher 

Warren W. Shew, advertising 
manager since 1954 of Electri- 
cal World, New 
York, has been 
named publisher 
of the magazine. 
At the same time, 
McGraw-Hill 
Publishing Co. 
appointed 
Charles F. Hoch- 
gesang, formerly 
assistant to the 
editor, editor of 
the magazine. 

They succeed 


Warren Shew 


Stanley Rubin Elected President 


The Assn. of Advertising Men 
& Women, New York, has elected 


president. Other officers are Stan- 
ley Linden, D. H. Terwilliger & 


Bros. Co., secretary; Shirley Reed, 
Bureau of Advertising, assistant 
and treasurer; Fred 


WDB) is one of the 


best buys in 


television ... 


anywhere! 


—— 


WDBJ-TV covers 53 coun- 
ties . . . where there are over 
400,000 television homes, 
$2 billion in retail sales. You 
can buy into this rich market 
economically and effectively, 
for WDBJ-T’V furnishes highly 
rated shows at comparatively 
low cost to you. 

For example, TOP O’ THE 
MORNIN’ (music, news, 
weather, fun) most popular 
early morning viewing in the 


ASK YOUR PGW COLONEL FOR CURRENT AVAILABILITIES 


WObMTV 


Maximum Power « Maximum Height 
ROANOKE, VIRGINIA 


area, delivers viewers for only 
74 cents per M ona 5 Plan; 58 
cents per M on a 10 Plan.* A 
powerful “live” boost for your 
product; powerful, sales- 
producing merchandising 
support provided, too! 

It will pay you to take a 
closer look at TOP O’ THE 
MORNIN’ and other “best 
buys” offered by WDBJ-TV. 


“all cpms bosed on March, 1959 NSI 


CHANNEL 
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We do not know how many swallows it 


takes to make a summer but we do know that 


Collins, Miller & Hutchings, Inc. 


1s Americas finest photoengraving plant 


Jor letterpress and gravure 


¥ 333 WEST LAKE STREET, CHICAGO 6 
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Number 7 in a series to American business on the multiplying growth at the top of the market. 
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Millions are building . 
the Boom at the Upper Level 


From 1948 to 1958 the number of families in America 
increased by some 22%. 

A great jump? Yes, but not nearly as great as these 
jumps, occurring during the same period: 
The proportion of U.S. families valuing their homes at 
$20,000 or more doubled. 


U.S. overseas travelers increased by some 215%. 
Two-car families increased by a gigantic 396%.* 
These families (some 8 to 10 million of them) are 
building the boom at the upper level every day. 
These are the millions who, right now, are making 
the major decisions of the nation, establishing its 
trends, setting its styles locally and nationally. 


*And the same growth occurred in business. Executives and profes- 
sionals increased more than twice as fast as the total labor force. 


You can harness the energy of this explosion to 
help you and your product or service go forward to 
new success. TIME can aid you here—in a vitally im- 
portant way. Because most of these millions spend a 
part of each week reading TIME, to keep well informed 
in every area. 

Naturally, there are some who don’t read TIME, 
but they’re surrounded by those who do. Surrounded 
by their TIME-reading friends, business associates, 
colleagues and families. 

These millions have a history of wonders they’ve 
worked for companies advertising almost every con- 
ceivable service, product or corporate personality. 
You can reach them with maximum effectiveness 
whenever you want —in the pages of their favorite 
magazine, TIME, The Weekly Newsmagazine. 


Make the most of it in TIME 
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to one dependable so source 
for all these vital services : 


Electrotypes 


: ay, 
I54I 


Nickeltypes 
Newspaper Mats 
Travis R.O.P. Glass Mats 


It pays to use all rns 


the top-quality Duplicate Engravings 


services of Plastic Plates 


CENTURY 


ELECTROTYPE COMPANY, INC. 


160 EAST ILLINOIS STREET - CHICAGO 11 


THE NEW—General Foods Corp. is putting out a new package (on the 

right) for Swans Down Cake Miz, featuring a modernized Swan 

trademark and a larger slice of cake. The flavor is printed in yellow, 
while the trademark remains white against a red background. 


‘April Bros. Adds 


Eatmor Cranberries 


BRIDGETON, N .J., July 8—Eat- 
mor Cranberries, the nation’s old- 
est national cranberry marketing 
cooperative, is being dissolved and 
complete rights to the Eatmor 
brand name for all products has 
been signed over to Morris April 


Bros. Eatmor division, Bridgeton. | 
Formal dissolution of the co-op | 


will not be completed until June 
30, 1960. 

April Bros., one of the largest 
fruit and cranberry growers and 
distributors, has controlled the 
Eatmor brand name for canned 
and frozen cranberry products and 
has been the producer and distrib- 
utor of Eatmor cranberry sauce and | 
other cranberry products for more 
than five years. 

The marketer also produces and 
distributes April Orchards and 


Cape Cod brands of processed ent. The new arrangement has no 


|effect on Nielsen services in the 


cranberry through its Eatmor divi- 
sion, as well as a number of private 
brands. 

Plans call for expansion of the 
Eatmor line to include fresh cran- 


berries, apples, peaches and other! | 
| tion, 


fruits and vegetables. 
The Eatmor division does not 
have an advertising agency and 


there are no immediate plans for | 


|an advertising campaign. + 


Bert & Harry Are 


Buried in Brooklyn 
(But Only in Effigy) 


New York, July 7—They buried 
Bert & Harry last week. 

That isn’t to suggest that the two 
animated characters who sell Piel 


mercials featuring Bert and Harry 
Piel were among the items planted 
in the lobby wall at dedication 
ceremonies for the brewer’s new 
office building, at 315 Liberty Ave., 
Brooklyn. 

Other items placed in a vacuum- 


commercials, aerial views of the 
Piel plants and a company his- 
tory. # 


Francom Absorbs Clowes 

Francom Advertising, Salt Lake 
City, has taken over the accounts 
of Paul Clowes Associates and has 
moved to offices in the Surety 
Life Bldg. Mrs. Paul Clowes, 
whose late husband owned the 
agency, will participate in the ex- 
panded operation. 


Stuart & Gunn Bows 

Whitney A. Stuart and William 
N. Gunn have resigned from Eg- 
mont Ahrens design studio, to set 
up their own industrial design 
company, Stuart & Gunn, with 
offices at 370 Lexington Ave., 
New York. 


|subsidiary of A. C. Nielsen Ce., 
Chicago, and Attwood Group of 
Companies 
combined their broadcast audience 
research 
|rendering a single service cover- 
ing Great Britain and _ Ireland, 
|Germany, France, Italy, Holland, 
Belgium and Luxemberg, Switz- 
'erland and Austria. The broadcast 


|/sen Co. Ltd. were to be disbanded 
|following delivery of the report 
‘for the week ended June 28. The 


two organizations in the United 
| Kingdom and Europe, such as the 


the Attwood Consumer Panel, are 


| American Medical Colleges. 


Bros. beer have ended their career. | 
It’s just that the company Guests 
so much of them that tv film com- | 


packed capsule for future genera- | 
tions to discover include a story | 
board sketch of the Bert & Harry | 


Nielsen English Subsidiary, 
Attwood Merge Services 
A. C. Nielsen Co. Ltd., English 


Ltd., London, have 


into a new company 


production facilities of A. C. Niel- 


new organization also is setting up 
a subsidiary to launch tv audience 
research in West Germany. 

Other research activities of the 


|Nielsen Retail Index Service and 


unaffected and remain independ- 


US. 


Herman Named to Ad Post 
The Journal of Medical Educa- 
Evanston, IIl., has appointed 
Helen C. Herman, formerly with 
Mayer & O’Brien, Chicago pr 
company, ad director succeeding 
Mary E. Parrilli, who has joined 
Samuel N. Turiel & Associates, 
Chicago association management 
organization. The monthly Jour- 
nal is published by the Assn. of 


Cilly Cullets 
SMALL ADS bring BIG RESULT 


QQ WN 


QQ W QQ 


“Over $1000.00 in sales already 
from my first small ad in The 

i—and 300 more live 
prospects to work on. 


Rn my initial investment with 

ready given back a 28 % 
== with reasonable assurance 
of much more!” 


(Name on Request) 


~™*KMERICAN ~ 
= RIFLEMAN»...,~ 


scott CIRCLE WASH. 6 0.C 
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WE DIDN'T 
1 THINK WE’ 


iH. | The final Nielsen for June (reflecting the 24 major 

! competitive markets) is in. And of all the many 

happy returns ABC-TV has enjoyed this year, this one is 
the happiest. And by far the most sweeping. 


ABC, for the first time, enjoyed the largest average 
share of the evening audience. 


ABC, not for the first time, was tops 
in four out of seven nights a week — more than the other 
two networks combined. 


And out of the 42 evening half hours from 7:30 to 
10:30 PM, NYT, ABC was No. 1 in twenty. The other 
two networks were first in only eleven apiece. 


To tell you the truth, we’re a little surprised ourselves. 
This is an ad we didn’t figure to run until October. 


But it makes for a grand summer. 


Go right to the TOP-—go... 


ABC TELEVISION 


Source: Nielsen 24-Market TV Report, week ending June 21, 1959, Average Share of 
Audience, Sun.-Sat., 7:30-10:30 PM, all commercial programs. 
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AANR. BofA Unit 


Offers Sales Ai 
to Advertisers 


(Continued from Page 3) 
advertisers’ specific sales require- 
ments and advertising budgets. 

“A policy committee will con- 
sist of the national president and 
vp of the AANR, two additional 
representatives to be appointed by 
the board of directors of the na- 
tional AANR, and the president 
and sales director of the BofA. 

“The AANR sales teams will 
work on accounts as designated by 
the policy committee [and] when 
a general sales plan has been de- 
cided, it will then be cleared with 
the policy committee before execu- 
tion.” 

The policy committee, whose 
headquarters are in New York, will 


IVORY Baby Gets "Cover-Up" 


The Procter & Gamble Com- 
pany, Cincinnati, wanted to add 
a new copy feature to its display 
(done in color by Strobridge Lith- 
ographing Company). The result 
was this ‘‘3-D” replica of the 4-bar 
Ivory pack. Aided by easy-to-use, 
tough-holding Dubl-Stik, it at- 
taches to each side of the display 
panel, “popping” the new coupon 
offers for impact. Ohio Press 
Printing Company, Cincinnati, 
and Sales Rep Jim Megrue han- 
dled the printing and production. 


25 YEARS OF PRESSURE-SENSITIVE PROGRESS 


1934-1959 


The World's Most Versatile 


Self-Sticking Adhesive 


6S6IT-vFET 


en NO. 156 
A “Dazzler” for DELCO 


In the auto parts game, getting 
your name up in service outlets is 
the road to sales. United Motors 
Service Division of General 
Motors, pushed the name of Delco 
Batteries with this brilliant red-'n- 
yellow-'n-black all-purpose sticker. 
General Motors of Canada, Ltd, , 
also used the idea and had it run 
on Kleen-Stik Vinyl-Stik, so it 
can be used anywhere, indoors or 
out. The tough plastic resists water, 
oil, scuffing, fading — everything but 
sales! Result: wide usage and atten- 
tion. Aeme Decaleomania Ltd., 
Toronto, and Manager Joe 
Edmund, did a sparkling job. 
Baby soap or batteries, you’l! 
lather up more sales with the 
added voltage of Kleen-Stik! 
Contact your printer, lithog- 
rapher, or sith sereener for 
samples—or send your name 
for free ““*ldea-of-the-Month”’ 


een-sti 
PRODUCTS, INC. 


7300 West Wilson Avenue 
Chicago 31, Illinois 


SSIUDOUd JAILISNIS JYNSSIY¥d 10 SUVIA SZ 


comprise Herbert Meeker, of Sco- 
laro, Meeker & Scott, president of | 
| the AANR; William C. Johnson, of | 


| Johnson, Kent, Gavin & Sinding; | 


Michael Foulton, of the Branham | 
|Co., and Herbert M. Moloney Jr., 
| of Moloney, Regan & Schmitt. On 
the BofA side, Charles Lipscomb, 
president, and an as-yet unnamed 
sales director (AA, July 6) will 
be on the committee. 


s The sales group announced to- 
day is considerably different from 


one originally discussed by the 
bureau and representatives. In 
January (AA, Jan. 26) the bureau 
(which sells newspapers generally | 
but can’t take orders) and the rep- 
resentatives (who sell individual} 
newspapers and do take orders, 
but rarely push newspapers gener- 
ally) were reported considering a 
small, high-level task force com- 
prised of perhaps five salaried 
salesmen both to sell newspapers | 
generally (using optional patterns | 
for advertisers) and to accept ad- 


vertising orders. 

This plan, however, reportedly 
ran into stiff opposition from with- 
in the AANR ranks and was sub- 
| sequently killed. + 


Staley Named Sales Manager 
K. E. Staley has been named gen- 
eral sales manager of Chevrolet 
Motor division, Detroit. He suc- 
ceeds W. E. Fish, who has retired. 
Mr. Staley, a 30-year veteran with 
‘Chevrolet, has served as the com- 
| pany’ s executive assistant general 
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sales manager for the past three 
years. Mr. Fish joined Chevrolet 
in 1931. 


New California Agency Opens 

Anderson, Taylor & Co., Adver- 
tising, a new agency, has opened 
for business with headquarters at 
309 Main St., El Segundo, Cal. It 
is an affiliate of Commercial Serv- 
ice International, El Segundo. Ini- 
tial accounts of the new agency 
are in the electronics and home 
products field. 


IDEA NO. 155 


The pemerowe Journal and 


Gives readers a dependable and balanced diet of news and information on both 


& o © 


technical and nontechnical subjects, plus interpretation and evaluation of develop- 
ments within the profession and industry. 


Gives advertisers a semimonthly circulation of more than 10,000. Of this, more 
than 85% goes to optometrists and dispensing opticians, the balance to manu- 
facturers, distributors, prescription laboratories, and others associated with the 
ophthalmic field. Readership per issue is known to reach as high as 98.8%. 
Subscription renewal is 83.63%! 


The Optical Journal and Review of Optometry is published by Chilton, one of 
the most diversified publishers of trade and industrial magazines in the country— 
a company with the experience and resources to make each of 17 publications 
outstanding in its field. 


In keeping with Chilton policy, the staff of The Optical Journal and Review of 
Optometry devotes full time to the publication, with the dual aim of continuing 
its editorial excellence and building its high quality circulation. The result is a 
magazine designed to sell the optometric profession and optical industry. 
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Lavenson Hits 
Client ‘Abdication’ 


of Responsibilities 


(Continued from Page 3) 
our clients welcomed these extra- 
curricular services where needed, 
there was an inherent element of 
danger from the agency viewpoint 
in this expansion of our activities. 
Perhaps it was our eagerness to be 
‘all things’ to all clients and to 


serve them well and completely 
that first made us aware of the 
pitfalls. 

“The better job we performed 
in those corollary fields,” Mr. 
Lavenson said, “the more surely 
we were made responsible for 
them. In some cases, clients would 
face us with ‘that’s your responsi- 
bility’ when we were discussing 
matters far removed from the 
basics of our job. 

“If we would suggest new prod- 
ucts to a client one year, the next 


year we found ourselves ‘responsi- 
ble’ for creating more new prod- 
ucts. That was when we realized 
that some clients—a growing num- 
ber, in fact—were inclined to 
vacate some of their own leader- 
ship responsibilities and expected 
us to assume them. 


s “So, while it behooves us to 


maintain a keen interest in all| 
phases of clients’ business and to | 
supply the related services neces- | 


our willing participation in all the| 


areas related to marketing doesn’t|;we still act as ‘agents,’ alert to 
carry with it any final responsibil-|the needs and purposes of the 


ity for execution, implementation 
and decision-making, except in 
the major category of creative 
advertising service per se. 

“Give us clients who will not 
abdicate the leadership role which 
is rightfully theirs and who will 
take full reerronsibility in the ad- 
ministrative, policy-making and 
over-all planning of their organi- 


sary, we try to make it clear that | zations. 


PUBLISHER OF: Department Store Economist « 
Boot and Shoe Recorder + 
Optical Journal & Review of Optometry 
Product Design & Development e 


Hardware Age «+ 


Aircraft and Missiles Manufacturing + 
Commercial Car Journal 


Motor Age « 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


The Iron Age 
Butane-Propane News 


¢ The Spectator « 
¢ Electronic Industries + 


Automotive Industries + 


Gas 


Jewelers’ Circular-Keystone 
Distribution Age « 
Business, Technical and Educational Books 


Hardware World 
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“Let us remember always that 


clients we serve. We hope for 
active participation in every phase 
of their enterprise to which we can 
contribute constructively, This 
type of relationship will do more 
than anything else to continue into 
the future our 30-year record of 
finishing every year in the black,” 
Mr. Lavenson concluded. # 


3 Name Venard, Rintoul 

Venard, Rintoul & McConnell, 
New York, has been named na- 
tional representative for WOLF, 
Syracuse, N.Y., formerly handled 
by Walker-Rawalt; WTKO, Ithaca, 
N.Y., previously with Forjoe & Co., 
and WERC, Erie, Pa.} formerly 
with Weed Radio Corp. 


and only 
ONE can 
give you 
TOTAL 
Coverage 


in the 
PONTIAC 
AREA 


98%, of the homes in 
Pontiac take The Press. 
74%, of Press readers 
take no other daily 
newspaper. 88%, take 
no other evening paper. 
Total Selling needs 
Total Coverage. In 
Pontiac, Total Selling 
Means The Press. 


THE 
PONTIAC PRESS 


PONTIAC «© MICHIGAN 
Scolaro, Meeker & Scott, New York, 
Philadelphia, Chicago and Detroit 
Doyle & Hawley, 

San Francisco and Los Angeles 
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Michigan State U Study 
Reports Food Ad Impact 

About 63% of 12,000 families 
selected at random in Lansing, 
Mich., say they read grocery ads 
before doing their shopping and 


lasers A 


Tell your sales story 
every month—in the 
bosom of the family. 


SEPTEMBER ISSUE CLOSES JULY 20 
Orders and Sample Copy requests to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 
28 E. Jackson Bivd., Chicago 4 
Telephone: HArrison 7-7176 


50% of these say the ads influ- 
enced where they shopped, ac- 
cording to a survey by James D. 
Shaffer, agricultural economist at 


Michigan State University. About| ville, 
45% of all homemakers and 72%/drink is canned in 46-oz. 


introducing Slim Trim, a dietary; 


orange and fruit punch in 37 
middle Atlantic cities. Produced 
by Central Canning Co., Cedar- 
NJ., the non-carbonated 
con- 


\of the ad readers say that food/tainers. An advertising character, 
‘ads influenced what they buy, the |“Valorie Calorie,” is used in the| 


study report says. 

Mr. 
homemakers under 30 are least 
likely to read food ads. Other 
comparatively infrequent readers 
|are families of salesmen and busi- 
ness men, and homemakers with 
|food bills of more than $40 a 
|week. Housewives between 41 
jand 60 most often feel that ads 
| helped them decide where to shop, 
Mr. Shaffer notes. 


Slim/Trim Bows in East 
Newspapers and spot tv are 
| being used in a summer campaign | 


Shaffer notes that young | 


jads and commercials to play up 


the product’s non-fattening, re- 
freshing qualities. The agency is | 


Nemarow Advertising, Vineland, | 
N.J. 
Schraftft Retains Eron & Eron 


Eron & Eron, Englewood, N.J., 
industrial designer which recently 
developed the Schrafft Quality 
Isle in supermarkets for W. F. 
Schrafft Corp., Boston, has been | 
retained by Schrafft as a mer- 
chandising consultant and to re- 
design the entire line of Schrafft’ s| 
candies. 


We 


As Mr. Mason said to Mr. Dixon: 


The Atlantic City Press 
Covers tne South... 


South Jersey that is... 


AND SALES MANAGEMENT “SURVEY OF BUYING POWER" 1959 CONFIRMS IT 
$496,019,000 in Total Retail Sales 


Pend cececcovessses $124,999,000 General Merchandise... ... $40,707,000 
Automotive ......... 64,393,000 Home Furnishings......... 20,687,000 
_ Apparel .........65. 33,766,000 Filling Stations ........... 28,852,000 


Eating and Drinking Places 


A Rich Three-County Market (Atlantic, Cape May, Cumberland) covered only by the 


Atlantic Citi Press 


Southern New Jersey's ‘Good Morning Newspaper’ 
Rolland L. Adams, President 
Scolaro, Meeker & Scott, Inc., Nationai Representatives 


| 


| 


McKay Reagan 


Advertising Age, July 13, 1959 


Klaus 


| GOOD READING—Leafing through a copy of Advertising Age at the 


vertising Club of Los Angeles; Erwin Klaus, Ernest L. Loen & Asso- 


| Advertising Assn. of the West convention are Howard McKay, Ad- 


ciates, Fresno; and Neil Reagan, 


McCann-Erickson, Los Angeles. 


‘Compton Names Kelly, Lillehei ‘Hotpoint Appliance 


James Kelly, a vp and creative 
supervisor of Ellington & Co. for 
the past five years, has joined 
Compton Advertising, New York, 
las a vp and creative group head. 
Mr. Kelly is the author of the 
/novel, “The Insider.” Compton al- 
'so has named Olive Lillehei, for- 
i'merly a group head with Benton 
| & Bowles, a group head. 


|Zenith Promotes O’Brien 

Charles C. O’Brien, for the past 
three years a district representa- 
\tive for radio and tv receiver 
| sales of Zenith Radio Corp., Chica- 
'go, has been appointed manager 
of marketing for hearing aids and 
related products. 


“We 
basic 


MICK-OR-MACK STORES 


are 200 miles apart. . . 


“The bulk 
investment in the Roanoke market goes 
to The Timea and the World-News. ..." 


of our annual 


“Better Meals Build 
Better Families” 


“ ‘Total Selling’ Means 
Better Sales,” 


NORMAN R, 


“Coverage of the two Roanoke Newa- 
papers ia ideal for 25 of our atores in 13 
counties, although some x, these stores 


F. W. JOSEPH 
District Superintendent 
COLONIAL STORES, INC. 


PAXTON C. JUDGE 
Vice-President, Roanoke Division 
THE KROGER COMPANY 


Roanoke Newspapers 
les in 


consider The 
in advertising for. f 


Weatern Virginia. . . . 


McVEIGH 
President 
co., INC 


FOUTZ 


Secretary-Treasurer and Manager 
ROANOKE GROCERS, INC. \ 
“When we think of basic coverage for 


nearly 100 atorea, we look firat to The 
Times and The World-News. ..." 


advertising 


~ THE ROANOKE TIMES and 
THE ROANOKE WORLD-NEWS 


National Representatives SAWYER - FERGUSON - WALKER CO. 
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A “Burgoyne” Test City 


These people KNOW the Selling Power of ROANOKE NEWSPAPERS 


Virginia's 3rd Largest 
Primary Market, — 


Is Blanketed by ne 
Roanoke Newspapers 


with the average per family annual food sales 
at $949, right in the norm, this is an ideal 


TEST MARKET 


1. Isolated, natural geographical 
barriers 


. Minimum penetration of out- 
side media 


. Self-contained y 
. Diversified industry 
. Representative population 


LOOK AT THIS 


in 16-County 
Primary Market 


95% in 61 Principal 
Ocities and Towns 


Ideal size, metro area 160,000 


. Good distributive outlets 
. Superior newspaper coverage 
. Diversified media, 6 radio, 


2 TV stations 


. Right on the national norm 


in per family food sales, $949 


COVERAGE 
100% 


in Roanoke 
Metropolitan Area 


with spot color 


This free brochure gives you the FACTS 
clearly, concisely, authoritatively. 
be sent you immediately upon request. 


It will 


Print Ad Schedule 
Told to Dealers 


Cuicaco, July 8—To give its 
retailers ample time to develop tie- 
in promotion with national adver- 
tising, Hotpoint Co. is sending them 
a complete list of the ads it will run 
during the second half of this year, 
noting the subject matter of each 
ad. 

There are 33 ads in all—30 in 
color and 3 b&w— in the 15-mag- 
azine media list. 

In June, refrigerator ads ap- 
peared in Better Homes & Gardens 
and Life. 

In July, more refrigerator ads 
are slated for American Home, 
Successful Farming and Sunset, 
with a dishwasher ad slated for 
The Saturday Evening Post. 

In August, still more on refriger- 
ators, in Good Housekeeping, Sun- 
set and SEP. 


s September will see range ads in 
American Home, House & Garden 
and SEP; a range and dishwasher 
ad in Home Modernizing Guide 
and a refrigerator ad in Progres- 
sive Farmer. A Life ad will pro- 
mote Hotpoint kitchens. 

In October, clothes washers will 
be advertised in American Home, 
Good Housekeeping, Life and 
Parents’ Magazine; clothes washers 
and ranges will be advertised in 
BH&G, and ranges will be adver- 
tised in House Beauiiful, Life and 
Successful Farming. 

The November schedule ‘i: cludes 
a clothes dryer ad in Goo! House- 
keeping and Parents’ Mugazine, 
dishwasher ads in BH&G and 
House Beautiful, dishwasher and 
range ads in New Homes Guide, a 
range ad in Farm & Ranch and 
clothes washer and dishwasher ads 
in American Home. 

The December American Home 
will carry a washer ad and the 
December BH&G will have dish- 
washer and range ads. 

Compton Advertising handles 
Hotpoint. + 


Mayer Productions Launched 
Peter Mayer, formerly a sales 
representative for the Society for 
Visual Education, has opened his 
own business, Mayer Productions, 
at 21 E. Van Buren St., Chicago. 
Mayer will offer art, photography, 
slide and film strip production 
services to industrial accounts, re- 
tail organizations and agencies. 


Margolis Leaves ‘Redbook’ 

Richard Margolis has resigned as 
promotion manager of Redbook, 
New York. Redbook will name his 
successor later. James C. McCarty, 
formerly with the American Week- 
ly, has joined Redbook’s sales 
staff. 
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Time 


...ts a boundary . .. for everything under the sun. All things are pack- 
aged in seconds, minutes, hours, days, years, eons. Time limits even life 
itself, for as Benjamin Franklin said: “That's the stuff life is made of.” 
We, the people, have only so much time to spend ...and so very many 
things to spend it for. That’s why reader exposure is so important to buy- 
ers of advertising space .. . the terrific competition for People’s Time. In 
Chicago and suburbs the Sindlinger & Co. newspaper readership stud) 
shows: 


DAILY PAPER MEDIAN ADULT READING TIME 


CHICAGO DAILY NEWS 37.2 Minutes 
PAPER B 27.4 Minutes 
PAPER C 26.0 Minutes 
PAPER D 21.2 Minutes 


USE THE POWER OF THE CHICAGO DAILY NEWS 
READ AT HOME BY 92.5% OF ITS ADULT READERS 


Foucault's pendulum in the Museum of Science and Industry, 
Chicago, measures time while demonstrating the axial rotation- 
of the earth by the apparent clockwise motion of the pendu- 


lum's plane of oscillation. 
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Among all New York’s buildings 
it's the EMPIRE STATE 
that dominates the skyline 


*Ad size of |= 
digest type “une IV THE | i] 
cats = PU 
outs 4 rk 
*Ad size of 
icture 
ype page 


~. *Pages illustrated above are scaled to proportionate size. 


UY THE | 
BUY PUCK! 


Among New York City’s vast forest of buildings, there’s one your eye can’t 
miss. Thrusting its tower 1,472 feet above street level, the Empire State 
Building climbs 102 stories into the sky to stand out among all the rest. Do you 
want to power your advertising with this type of ‘‘can’t-miss-it”’ impact upon 
both vision and memory? Then put your advertisements in PUCK. In addition 
to the impact of its giant, full-color pages, PUCK gives you another pronounced 
advantage: PUCK provides you both more adult and more juvenile readers for 
your advertising than does any other print media per dollar invested. 


*Ad size of the Big 
IMPACT PUCK Page 
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| The Comie Weekly 


PACT! 


THE MESSAGES OF 
PUCK ADVERTISERS ARE 
DELIVERED BY THESE 


SUNDAY NEWSPAPERS: 


Akron Beacon Journal 
Albany Times Union 
Baltimore American 
Birmingham News 
Boston Advertiser 
Charlotte Observer 
Chicago American 
Dallas Times Herald 
Detroit Times 

Ft. Worth Star Telegram 
Harrisburg Patriot News 
Houston Post 

Long Island Press 

Los Angeles Examiner 
Miami Herald 


Milwaukee Sentinel 

Newark Star Ledger 

New York Journal American 
New York Mirror 
Philadelphia Bulletin 
Pittsburgh Sun Telegraph 
Portland Oregonian 

San Antonio Light 

San Francisco Examiner 
Seattle Post Intelligencer 
St. Louis Globe Democrat 
Syracuse Herald American 
Washington Post Times Herald 
Wichita Beacon 

(Optional) Chicago News 
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TEAM—For the first time, Bristol- 
Myers Co. is teaming its Trushay 
hand lotion and Ban roll-on de- 
odorant in a special promotional 
“detail.” Consumers will be given 
a 29¢ bottle of Trushay lotion free 
with every purchase of Ban at the 
deodorant’s regular 98¢ price. 


Hawaii Politicos 
Boost Ad Pressure 
as Election Nears 


HONOLULU, July 7—Advertising, 
which played a leading role in the 
primary election and plebiscite 
here, is being used on a huge scale 
for the general election July 28. 

Because, in addition to local of- 
ficials, a governor, two U.S. sena- 
tors and a U.S. representative will 
be chosen at that time, the results 
will be highly important to both 
political parties. Campaign funds 
are reported to be available from 
both national committees on a 
liberal basis. 

Newspapers, television and radio 
are carrying an unprecedented vol- 
ume of political advertising. Even 
outdoor, which is not used com- 
mercially because of public opposi- 
tion, is utilized heavily by individ- 
ual candidates. 

Although the Democrats polled 
a much larger vote in the primary 
than the Republicans, the latter ex- 
pect to make a much better show- 
ing in the general election. This is 
partly due to the belief that Dele- 
gate John Burns, the Democratic 
nominee for governor, is backed by 
Harry Bridges and the ILWU. Fear 
of their domination of the islands 
may cause many independents to 
switch to Governor Quinn, the Re- 
publican nominee, it is reported. 


s Leaders of both parties are ex- 
pected to fly from the mainland to 
participate in the campaign. 
Backed by increased advertising 
support, they will add further ex- 
citement to an election which may 
have an important bearing on the 
Presidential race in 1960. # 


Schatten Returns to Grant Co. 

Charles R. Schatten, who re- 
signed as advertising manager of 
Foster Grant Co., Leominster, 
Mass., chemical and plastic pro- 
ducer, in 1958, has returned to the 
same position, which had not been 
filled during the interim. Mr. 
Schatten formerly taught adver- 
tising and marketing at Rutgers 
University. 


‘N. Y. Times’ Names Hurley 

Thomas M. Hurley, southern 
manager of Burke, Kuipers & 
Mahoney for the past nine years, 
has been named manager of the 
new Atlanta advertising office of 
the New York Times. 


Daggett Joins WRIT 

Parker Daggett, for the past 
three years Washington, D.C., 
district sales manager of Miller 
Brewing Co., has joined WRIT, 
Milwaukee radio station, as sales 
manager. 


| BBDO Names Hicks, 2 VPs l 

Michael Hicks, formerly an ac- | 
count supervisor with MacLaren 
Advertising, has been named 
managing director of Batten, Bar- 
|ton, Durstine & Osborn in Canada. | 
Mr. Hicks, who will headquarter 
in Toronto, succeeds Leslie F.| 
Chitty, who has been named liai- | 
lson between BBDO’s U.S. and) 
|Canadian offices. BBDO also has 
named Mortimer Berkowitz Jr., 
account group head, and Joseph | 
Henrici, account executive, both 
in New York, vps. 


Squirt Bottlers Sign TV Show 

Squirt’s Mexioo City bottler, 
Lic. Fernando Menendez, has. 
joined forces with Max Factor and 
Kolynos toothpaste to sponsor 
“Reina por un Dia,” the south-of- 
the-border version of America’s | 
“Queen for a Day.” The bottler 
has contracted for the program | 
for one year. Sponsorship is being | 
handled through Dillon-Cousins, | 
agency for Refre Mex, distributor | 
of Squirt throughout Mexico. 
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Ss *) 
If you are not getting Powderless Etched copper process or monochrome 


reproductions from your engraver, you are being short changed out of a 


development of vast importance affecting quality in the publication run. 


This is straight talk to you engraving buyers. 


HUTCHINGS & MELVILLE, INC. Photoengravers 
SPECIALISTS IN POWDERLESS ETCH OF Copper ORIGINALS 
4043 North Ravenswood Avenue, Chicago 13, Illinois 


Equipped with COLOR SPLITTER, KLIMSCH CAMERA, 4 COLOR 604 PRESSES 


SCIENTIFIC 


AMERICAN, INC. 
CHICAGO 
CLEVELAND 
SAN FRANCISCO 
MOUNTAIN STATES AND SOUTHWEST 

THE 
LONDON 47 MANCHESTER STREET, LONDON W. 1, ENGLAND 


SCIENTIFIC 
AMERICAN 


ANNOUNCES 


A WEST COAST SALES OFFICE 


494 SOUTH ROBERTSON BOULEVARD 


BEVERLY HILLS, CALIFORNIA 


WILLIAM R. DAHLIN, MANAGER 


CRESTVIEW 4—8088 


415 MADISON AVENUE, NEW YORK 17, N.Y. 
716 NORTH RUSH STREET, CHICAGO 11, ILLINOIS 
850 EUCLID AVENUE, CLEVELAND 14, OHIO 


THE ROBERT W. WALKER CO., 57 


7 POST STREET, SAN FRANCISCO 4, CAL, 


ROBERT W. WALKER CO., 730 SOUTH WESTERN AVENUE, LOS ANGELES 5, CAL, 
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GM to Introduce All ‘60 
Models on TV Show Nov. 13 
Presentation of the Broadway 
hit, “My Fair Lady,” along with 
the sereen adaptation of “Gigi” will 


Walter ® 


be the basis of a special 90-minute 
color telecast to be presented by 
General Motors on Nov. 13 on 
NBC-TV. GM’s entire line of 1960 
passenger cars will be introduced 
together for the first time. Camp- 
bell-Ewald Co., Detroit, is the 
NEW YORK + CHICAGO J | agency handling the show. 

A widely respected firm 


a d prof sis Troxel Expands, Names 2 
"4 Ge Magazine Publishers | Dick Troxel & Associates, Mi- | 
: |ami, has moved to larger quarters 
Representatives = at 245 S. E. First St., and has pro- 
516 Fifth Ave., N.Y.C. || moted Henry Plawin, art and pro- 
MU 2-5253 |duction director, to vp, and has 


Advertising Age, July 13, 1959 


named Roberta Vernon director of | products manufactured by Geloso, Newmark, Posner 


fashion, beauty and food. Miss 
Vernon formerly was fashion di- 
rector of the National Assn. of 
Hosiery Manufacturers. 


S.P.A., Milan, Italy. 


Chait Adds 1, Names Savage 
Lawrence G. Chait & Co., New 


eo Joins American Geloso| York, has been named to handle 


Bernard W. Maxwell, formerly 
with Cormac Photocopy Corp., has 
| joined American Geloso Electron- 
ics Inc., New York, as director of 
|advertising and sales promotion. 
|The company distributes dictat- 
jing machines, radio parts, sound 
lequipment and other electronic 


advertising for Heath Co., Benton 
Harbor, Mich., maker of hi-fi 
equipment. Chait also has named 
Mary Savage, formerly an admin- 
istrative specialist with the direct 
mail division of R. L. Polk & Co., 
director of client service and liai- 


son. 


Averages by Quarters* 


The Houston Post 
Monday to Saturday 


THE HOUSTON POST 


continues 


to be | 


in total circulation 
207,028 215,350' 


DAILY 


SUNDAY 


LOOK AT THE LAST QUARTER 


The Houston Chronicle 
Monday to Friday 


October 1 through 
December 31, 1958 


Jan 1 through 
March 31, 1959 


nee age 


THE Hou 


Read all day by able-to-buy families who gladly 
pay 20c more for their monthly Post subscription. 


W. P. Hobby, Chairman 


STON PosT 


206,693 
207,371 


of the Board 
Represented Nationally by Moloney, Regan & Schmitt 


201,550 
198,758 


“For basis of comparison, see A.B.C. Publisher's Statements for 6 months period ending March 31, 1959. 


Member c80) 


Oveta Culp Hobby, President 


& Mitchell Agency 
Is Formed in Merger 


| New York, July 7—The Michael 
Newmark Agency and S. Posner & 
Co., two agencies with combined 
billings of about $1,800,000, have 
merged as Newmark, Posner & 
Mitchell. 


Michael Newmark, formerly 
president of his own shop, becomes 
president and 


chairman of the 
plans board, and 
Sidney Posner 
becomes senior 
vp and secretary 
of the combined 
agency. Pearse 
| A. Mitchell, for- 
merly accounts 
supervisor at the 
Newmark shop, 
was named vp 
and treasurer. 
The Newmark 
|agency, with billings of about 
$1,500,000, has a client list of heavy 
|industrial companies, including 
|Airborne Instruments Laborato- 


| 
| 


Michael Newmark 


Pearse Mitchell Sidney Posner 
ries, American Waterproofing Co., 
the electronics division of General 
Bronze Corp., Pitney-Bowes post- 
age meters, Thomas A. Edison In- 
dustries and Grumman Aircraft 
Engineering Co. 

The Posner agency billed about 
$350,000, mostly in real estate ac- 
counts, including the Lefrak Or- 
ganization, Glickman Corp. and 
Ade Houghton Mutual Fund, an 
investment company. 

The merged agency will do busi- 
ness at 18 E. 4lst St. + 


Riker Resigns from Hooper; 
Starts Radio-TV Business 

Hugh E. Riker has resigned as 
director of special services and 
|/promotion of C. E. Hooper Inc., 
|New York, to form Radio-TV 
| Guild Awards, a broadcast promo- 
| tion company. Mr. Riker has ready 
|for syndication Chain-Listeners 
|Clubs, a copyrighted promotion 
which builds an audience through 
a chain reaction contest involving 
the use of trading stamps. Guild 
Awards is temporarily located at 
410 E. 65th St., New York. 

At the same time, Robert D. 
Atkinson has joined Hooper, 
where he will be active in radio 
station relations and will assume 
Mr. Riker’s duties. Mr. Atkinson 
formerly was agency supervisor at 
Provident Mutual Life Insurance. 


United-Carr Sets Up New Statt 
United-Carr Fastener’ Corp., 
| Boston, has opened a new central 
|staff advertising and marketing 
research office at Kendall Sq. 
Bldg., Cambridge, Mass., under 
the supervision of Arvid H. Cor- 
neliussen, vp in charge of market- 
ing. Paul Jameson, advertising di- 
rector, will be responsible for the 
corporation’s advertising activities 
and public relations, and Thayer 
Baldwin has been named market- 
ing research manager. 


Rayon Institute Suspends 

The American Rayon Institute 
Inc., New York, has suspended 
promotional activities in the fash- 
ion and home furnishings fields, 
following a decision by member 
companies to operate on an indi- 
vidual company basis. Jeanne Peir- 
re has resigned as director of fash- 
ion for the ARI. 
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In the New York market 


1,900,000 News readers 
are suburbanites 


The Daily News has 460,000 more readers 
in the suburbs than all other New York City 
morning papers combined; and 980,000 
more than all evening papers combined! 


Forty percent of metropolitan News readers 
live in the suburbs, and men readers 
outnumber women—990,000 to 910,000. 


Source: Profile of the Millions—2nd Edition, 
a comprehensive and authoritative study of the 
New York City and suburban markets. 

Call any News office for a presentation. 


For years certain New York newspapers have 
claimed the suburbs as their particular game 
preserves. They check trains, and find their sheets 
the favorites of commuters on the 8:12, or sometimes 
the 5:34. They send girl researchers to ring doorbells, 
and tally up top coverage among the first families 
of East Oilsump, Conn. 


The New York suburbs are a big deal, with some 
6,000,000 population, nearly as large as the second and 
third U.S. cities combined—and not to be pressured 
with peanuts. Only The News has enough spread and 
weight to make sales in the corner store, the shopping 
center, the showroom, and to pull women into 


mid-Manhattan stores, 


When New Yorkers move to the suburbs, The News 
is one habit that goes along. It is preferred breakfast 
fare in Stamford and Saddle River as well as 
Stuyvesant Town. It gets first reading from commuting 
husband and stay-at-home housekeeper. And no other 
medium delivers so much sell for the money. 


Details? Any News office can fill you in. 


THE NEWS, New York’s Picture Newspaper 


More than twice the circulation, daily and Sunday, of any other newspaper in America. 
News Building, 220 East 42nd St., New York 17—Tribune Tower, Tribune Square, Chicago 11-155 Montgomery St., San Francisco 4 
8460 Wilshire Boulevard, Los Angeles 5—Penobscot Building, Detroit 26—27 Cockspur St., London 8, W. 1, England 
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NOW, NEW! 
INDISPENSABLE TO MARKETING MEN... 
REVEALING INDUSTRY-WIDE S Y 
ENDS BUYING PRACTICE CON! N, 
MAKES MAJOR CONTRIBUTION 

TO YOUR CHEMICAL PROCESS SELLING 


Far-reaching in its effect on your sales efforts, extraor- 
dinary and efficient in method yet deceptively simple 
in appearance... here in this quietly businesslike 105- 
page package is one of the most important research 
projects ever completed for sellers to the Chemical 
Process Industries. If your products are used in this 
excitingly expanding market, it will pay you to study 
these unpretentious pages. Suddenly columns of per- 
centages will come to life and be perking with sales sig- 
nificance. To some, they will indeed be startling... to 
others, quiet confirmation of what they already believed. 
But always... pertinent and practical when you sit 
down to plot your marketing strategy. 


BUYING POWER, 
§ MAGAZINE 
PREFERENCE — 


AN OLD STORY, 
BUT... 


The seller has long needed a survey of this magnitude— 
representative of the whole chemical field, unimpeach- 
able in source and sufficiently detailed in its findings to 
provide a working guide for marketing executives. 
True, there have been hundreds of studies covering 
buying influence and magazine preference here and 
many of these have proved to be well-conducted, reliable 
tools for specific groups of advertisers. But the multi- 
plicity of studies—with a variety of techniques, samples, 
results and frequent attempts to adapt findings to other 
fields—has often led to confusion and misunderstanding. 


“Who buys what?” and “Which magazines do they read 
and prefer?” still need to be answered for the Chemical 
Process Industries. 


IT’S THE 
PUBLISHER’S 
OBLIGATION 

TO CLEAR UP 
THE PICTURE... 


And CHEMICAL WEEK has done just that... in its new 
“29 Chemical Manufacturers Survey”, probably the 
most complete and thorough-going study ever con- 
ducted in these two areas so vital to sales and media 
decisions. Virtually industry-wide in scope, it’s an 
“in-plant” study, made with the full cooperation and 
participation of the advertising managers from 29 of 
the country’s best known large and medium-size chemi- 
cal producers. 


CHEMICAL WEEK sponsored the study, but there the 
magazine’s participation ended. McGraw-Hill Research 
built the plan, formulated the questionnaire and ob- 
tained the cooperation of each chemical manufacturer. 
Then the advertising managers took over, personally 
directed the distribution and handling of questionnaires 
and the participation of men within their own plants. 
The 29 companies who cooperated received and distrib- 
uted 2,317 questionnaires and returned 1,482, a re- 
sponse of 64 percent. 
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THE “IN-DEPTH” 
STUDY YOU'VE 
ALWAYS 
WANTED... 


Of course, major objectives were “buying influence” 
and “magazine preference”, but this study goes far be- 
yond the dimensions of previous efforts within these 
areas. Here, uniquely, buying influence has been deter- 
mined by the “type” of individual, the “degree” of in- 
fluence exercised and the exact product transactions in 
which he participates. A similar procedure has been 
followed for magazine preference — with publications 
“read regularly” and found “most helpful” evaluated 
... in total, by job functions and levels of responsibility, 
for product groups and individual products. 


Seen BY 6 JOB 
Same FUNCTIONS, 
9 PRODUCT 


ma GROUPS, 
41 PRODUCTS... 


Here is a purchasing-power evaluation for each of the 
six fundamental operating functions... Administration, 
Production & Plant Operations, Research & Develop- 
ment, Design & Construction, Purchasing and Sales. 
Here, too, an analysis of both direct and indirect buy- 
ing influence by job responsibility levels. It’s broad- 
scoped but in meticulous detail, getting deep into the 
nine basic product categories... Chemicals & Raw 
Materials, Plant-Processing Equipment, Truck Trans- 
portation Equipment, Materials of Construction, Con- 
tainers & Packaging Materials, Operating Supplies, 
Laboratory Chemicals & Equipment, Services, Plant 
Sites. And these, in turn, are then dissected into 41 par- 
ticularized product types for both buying influence and 
magazine preference. 


HOW CAN YOU 
USE IT? 


Now, for the first time, you can pinpoint buying influ- 
ence and measure magazine preference not merely by 


product categories such as equipment or raw materials 
—but by special types like ‘Materials Handling”, “Tank 
Trucks” or “Control Instruments”—or precisely by 
“Heavy Inorganics’, “Solvents & Pigments”, “Plastics 
& Resins”... or whatever you make or sell. 


This is a study to serve the needs of sales executives, 
advertising managers, agency account executives and 
media directors. Here, helpfully for the market planner, 
is buying influence broken down by specific products 
and determined by functions and responsibility levels 
... as well as reading preferences classified by products 
and buying influence types. It is a study big enough, 
exacting and authoritative enough for you to use as a 
bench-mark in selling the Chemical Process Industries. 


TO OBTAIN 
YOUR COPY... 


No seller to this market should be without one. But how 
profitably you employ it depends on how thoroughly 
you study and put into practice the findings in these 
105 detailed pages. If you’d like a demonstration, your 
CW representative will be happy to oblige with a per- 
sonal presentation ... or if you’d like a copy to work 
with on your own, simply call or write him .. . there’s 
no obligation either way. Just ask for the new “29 
Chemical Manufacturers Survey’, sponsored by... 
CHEMICAL WEEK, a McGraw-Hill Publication. 


is i i i fg, Pe 


in & 5 ee VF i sie iis ‘ fis 

s eps: 67. ee ee" ES 1 

Pee ri 

Cc ee all | eh ae aa? oy e — of 
; ‘ike Yeh ‘Re: Cpe ake BBS ey OA, me H 


y 


LN ee ey 


2 ae apenas aR 


te : a . aeen nya Sa mere 3 : 3 _ 
oe — nr og : bee ; =P ss 3 Pa 
— 
ieee é ay . 
¢*.. a 
Veta ; 
q a” 7 eat. : j , 
. 7 Pe TS Bhai oe % 
| 5 a Yo 
: > ae ‘ ‘ ; "3 
i Dae ee oer 
Z eee > gt aan : ee =) 
Sm ge citer. 
‘ ae " a 2 te “ae Rissa ly 
“ yaaa ey ce f eae e Fa 4 Bi 

K en ee ee Me oe cae 

| Be CS ene easy Oe aN age on Sg Sainte ees 1 

: A EAE SF RROD oS ee eee, eee - Sieg ee 

’ fei 
<2 Pr tg 
| Birgiiee% 

. MOP ete 
Se lest 

- a 
. 
i‘ 
Z 
: : 

- % 

yi = om 

1 my % 

« ; 

’ 

' 

l me ae ee ie 

ee ‘ : , gaat ais r 
= 5" ——— Z 4 ee 
watt fron ae ane Da hag eee, te Weg ak S ae 2 am 
SP eek a BO Sim Oe *. a oe oe ueee i 
ot, ee oS eee Pt. & sd cme 

' mee 4 ie al eee ‘ ie pt ne ES in j ‘ 

' ae carer Bee > ie “ Sa "oe pha per 24 

{ = - “ . Ye ie ee. oon: ; Nees a ’ Pons 

Bm oat ii ee ANY : 

q a : a 3 aS AL | P ae 

} : a ; 

' if Z ‘ 
q se : i , 
1 were o: aiary sau a 
P aa ees LEH t ~ “ ee f r 
? ey ne ek ee es oa i é 
} 4: oy 3 tad eta ig 4 r - 
AY Pee Sk 4 age a 3 ae" 
| .. <li ea a> ; 4 7 = ns the " pale 

; fo i ; ee bau 

; Se nar I: | ia ie tat 

ee fis 6: ola 

y : 

i ae 
iin Sh Sli 
tae. 
etm ae 
on 
tar thre 

, eve ae 
a SE 
eee 

/ ~ one 

i Bee ore 

i) aaa 

ii 

| | 

i ‘ 
’ re i ante eS 
* "a sail 
2 i oe We RS alma, rr 
{ 2 PS OTE se te eer The ane 
‘ SR eae. f ; Bh £ RS 
Pui é - j i a By) | 
Ke og: ; 4 ; i it . = 
yg : : 
f i ‘ 
A $ “4 Lee oe 
i ; es at 
: j : Bass at 
dy ai a 
} , Fi ee Se 
4 Z ~ py ae 
y 5 pect 
q : 4 ae Hoey 
| a Lies 
; > ; ia. ‘ e) <x eta 
ws eke : ; if 2 ies 
‘ BR g “tetas ; : , ‘ ; ~ 7H d peoho 
7 aS aot mee a << a 6 eS OP et MOR ae i Ss ae a ae : 
i ot me i ip, Te Ag Meese AS 4 ee 
a (a P an a oe ; i ) } fi, ; ie i eee 
j ie”. ©, ae —  - ae EO aa z & ‘i < peer 
¢ et | wekin ie ae 2 , 4 , i ; a “See 
q Te pene : i . Pee " et f = eae 
, ‘ = —_— : ' if y ee 
ee ae 4 “ =», FF ‘ HOR enh : "a wf 
‘ Lulu ee eee ie. eee ; re , ‘ aaa 
q ‘ a ae ae ; is 4 ‘ ORE os 2), Sieg 
-. at dir a £1 nea be 4 J 3 et Sp i “ sea kee 
¥ +f RE ge os. See eee : pe eee See eae ES CY @ OPES. 
‘ ye e% he rag eg ; 4 ee a , j 2 ; ' uF Oe egy ii 
, he Se em ele 5 i ik oe a : tee = seats hy ¥ me ote 
j aoe. ae aie eis Been Me 2 : i: Ree, EM ay oe Ik FARE. 8 “HE : geo 
fi So egcegee Sai ema ry cn eat, ee Oe ee ie Te A gage 
a7 ee eae & Mase ne ee ee i vig “ay ; 
‘ z Bee  Baee ge eek ye a ee Bes i ; 
: i A eae Lk eS ig Ce SO A ae ; ae a 
it. , “ooo =‘ if. oe A, ee 7 ” 
Se eee ae Bas cis Bers, Ugh ee 5, Shee ge ge m : = 
P OM ey a [ Fons y aie: errr Meds hott 4 a eths oe ie Jj ; 
° pers . a: ee ee oe ee ee : 
ol ; gates < ie ry ee 6 ot, ee ae ee) ‘git oe. ee 
& A hae a ge eae ee es Te 2 

; y ’ eS EN Se eae | ‘ 

} 

; -“ a 

| y 
{ "q > sa fe te * : 
- 4 : 
r 3 z 
= - 
dq: a ~ 
: ols 
fy i Sia ea 
: ss Ha mn 
ii , Ga 
t * me X-" is . Paget es 
Str Re a Ae ed had eee whe Pact Sremininn ty A = he pgies a 

| i eR eae eel gle ee Bane Se et Teas ea Bc a 
eas 
Fn 

tae hE 3) Es = aa faye | See + Oe OAS Veena » WV gies yet Se 7 alin : 
ee be ae ue 
Sg neat anc F 


40 


Sell the inner Circle and you've sold the 4 
Conservative Protestant Church Market 


69,075 Voluntary PAID Readers . . . 96% 


of whom are pastors and church officers who make 


buying decisions. “Christian Life” assures high readership be- 
cause CL goes only to those who WANT IT at $4 a year. | 
Investigate this active and growing market for hundreds of [fF] Protestant 
products used for church construction, maintenance and oper- FF | Churches 
ation. Write for factual brochure. 


Christian Life 


The Business Magazine for Church Leaders 
33 South Wecker Drive, Chicege 6, Il 


York Promotes Four Admen 

Kenneth J. Thompson, formerly 
copy chief, and Henry J. Kirk- 
patrick Jr., formerly associate 
sales engineer, have been named 
sales promotion managers of the 
| York division of Borg-Warner 
Corp., York, Pa. J. Donald Smith 
was promoted from manager of 
‘advertising and sales promotion 
for the engineered machinery di- 
vision to advertising manager. 
| Succeeding him is Caron N. Ehe- 
halt, of the advertising depart- 
ment. 


'CBS Signs Continental 


| Continental Wax Corp., Mount 
| Vernon, N. Y., has added 95 sta- 
tions of the CBS Radio network 
ito the 167 radio and tv station 


lineup that is carrying the sum- 
mer schedule for Six Month floor 
wax. The company bought seg- 
ments of several CBS daytime 
shows. In addition to network and 
spot broadcasting, the warm 
weather drive includes newspaper 
ads and outdoor posters. Product 
Services is the agency. 


Catalina Advances Two 

Richard V. Figueroa, exec vp of 
Catalina Inc., Los Angeles, has 
been assigned over-all responsibil- 
ity for sales, marketing and sales 
promotion of all divisions. Charles 
W. Frazier Jr., vp and merchan- 
dise manager of ladies’ sports- 
wear, has been given the mer- 
chandising responsibility for la- 
dies’ swimwear and fall and 
spring sportswear. 


FOR INCOME 


Louisiana’s second market in 


size is first in buying power. 
The $6,455 EBI per household 
in Baton Rouge is several 
lengths ahead of New Orleans 
and Shreveport. To sell 
Louisiana, buy advertising 
in at least-two markets— 
the right two. Buy 2 


in Baton Rouge. 


$6455" F 
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PHective buying 
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($70,000 in Spot TV 
Trebled Sponge Cloth 
Sales in Two Years 


New York, July 8—Here is an 
example of what an imaginative 
| advertiser can do with $70,000 per 
year in television. 
| American Sponge & Chamois Co., 
although limited by a comparative- 
‘ly small advertising budget, has 
managed over the past two years to 
triple sales for its AMSCO sponge 
jcloth. And this the company did, 
‘it reports, by putting all its eggs 
in one basket—spot tv. 
| In 1953 AMSCO began to import 
its cellulose sponge cloth from 
| Sweden and cut, package and sell 
the product here. But sales never 
| got off the ground. The only adver- 
tising the cempany used was a 
| light spot radio schedule on WMCA 
|and WNEW, New York, in 1956. 
The following year, AMSCO and 
its agency, Curtis Advertising Co., 
made a careful study of their 
product. They couldn’t talk about 
a “secret ingredient” or promise 
of great reward to potential users. 
Demonstration was decided upon 
as the best sales approach, and tv 
|was chosen as the most effective 
medium for demonstration. 


|@ The company had limited its 
| distribution to the New York area, 
|/but now, because of its success 
|with spot tv, it plans to go into 
the Philadelphia and Boston mar- 
| kets, probably in the fall. The tv 
ad schedule for these markets has 
|not been decided upon yet. 

In New York, AMSCO has con- 
|centrated its budget on a single 
| station—WRCA-TV. The schedule 
jmainly includes daytime shows 
such as “Today,” “The Price is 
| Right” and “Queen for a Day,” al- 
jthough on some night shows, in- 
| cluding Jack Paar, local inserts are 
used. The spots, which range from 
110 to 60 seconds, are half film and 
half live. 

All of the spots are straight dem- 
onstrations by housewife types, 
|following the agency’s thinking 
that a commercial for a 29¢ sponge 
cloth should be down-to-earth and 
| believable. Curtis has also worked 
|to build a strong identification for 
the AMSCO sponge cloth with well 
known tv personalities, believing 
this to be a good way to get maxi- 
mum mileage out of a_ limited 
budget. 

Heavy direct mail is used to pro- 
mote the tv campaign and plug 
the “as seen on tv” theme. # 


Olympia Mails Singing 
Postcards to Prospects 

Olympia Typewriter Co., New 
York, is promoting its typewriters 
via a postcard which is actually a 
cardboard record of the “Olympia 
Typewriter Song.” The company’s 
1,200 dealers are mailing the re- 
cord-card to prospects as well as 
using it as a point of sale give- 
away. The song is sung by the 
Four Chicks & Chuck vocal group 
and it is presented as though the 
Four Chicks were typewriting a 
letter to the prospect. It begins 
with a salutation spoken in uni- 
son, and the entire song is punc- 
tuated with typewriter sound ef- 
fects. An announcer provides 
selling copy in the middle of the 
song. 

The song has also been adapted 
| for radio commercials included in 
a radio promotion kit, available to 
all dealers. Mann-Ellis, New York, 
| is the agency. 


| Pictures Unlimited Opens 

Pictures Unlimited has opened 
jat 912 Book Tower, Detroit, to 
provide services ranging from 
stock photos to worldwide assign- 
ment and distribution of photos. 
George Kissling, formerly with 
Associated Press and World Wide 
Photos, is president of the new 
organization. 
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33 Agencies in ‘Over $25,000,000 
Group Billed $2.7 Billion in 1958 
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And Ad Age is up. 


Up higher than any other publication in the general advertising-marketing 
field. Up higher than any publication in the history of the field. 


And still climbing! 


What does its current count of over 47,000 paid circulation mean for you? 
Just this: if the weekly attention of the greatest advertising and marketing 
audience in the world means new business, more business, and less sales 
resistance for you and your salesmen, be sure your sales story is riding 
with Advertising Age. 


Gets it up there where the attention is. 


impottiuit to impotteuit people 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 
630 THIRD AVENUE » NEW YORK 17, NEW YORK 
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Pure-Pak Film Available 
“Operation World-Wide,” a 27- 


WHAT ON EARTH 
ISTHE BRIGHTEST 
COLR 7 


rs ¢€ 
DAY: GLO, 
MOONMAN 


There is only one genuine Day-Glo! Day-Gio is 
the registered trademark of Switzer Bros., Inc. 
Cleveland 3, Ohio, for daylight fluorescent products. 


lerew from Robert J. Enders Or-| 


000-mile, 45-day flight around the | 
world to make the film. 


facturer of men’s jewelry, this fall; 
will introduce a new category of| 
Air Transport Service and illus-| products including bar accessories, | 
trating the worldwide use of travel kits and boutique gifts. A 
Pure-Pak cartons, will be avail- $500,000 campaign will promote the | 
able for theater and tv showings|new merchandise and the fall) 
in early fall, according to the| Swank jewelry line from Septem- | 
Pure-Pak division of Ex-Cell-O|ber through Christmas. Color 
Corp., Detroit, which sponsored | pages will appear every week in| 
the film. Ralph C. Charbeneau,| Life and the New York Times.| 
advertising and public relations| Robert M. Marks & Co., New York, | 
director of Pure-Pak, led a film/ is the agency. 


minute color movie showing the 
combat readiness of the Military 


| 
ganization, Washington, on a 28,- Genssler Joins Criterion | 


Herbert Genssler, formerly with 
|Transitads Inc., has joined the 
| sales staff of Criterion Advertising 

Swank Sets $500,000 Campaign co., New York, specialist in three- 
Swank Inc., New York, manu-' sheet poster advertising. 


NOW IN 


B TOP 100 MARKETS 


| 


tion in U. S. A., 69th 


combined in our five counties 


ORLANDO 


' {CIAL 


n 
U. S. Census Bureau has added Seminole County to Orlando's 
Standard Metropolitan Area — now 275,400 — 88th in popula- 
in total sales. 
Des Moines, Knoxville, Spokane. You can sell the five-county 
Central Florida population of 417,500 only with the Orlando 
Sentinel-Star. We dominate Miami, Jacksonville and Tampa papers 


LARGEST CIRCULATION IN CENTRAL FLORIDA —Ask Branham 


GATEWAY TO 
THE MOON! 


} 


CAPE 
CANAVERAL 


Better than Charlotte, 


by 6-1. 


SENTINEL-STAR 


Advertising Age, July 13, 1959 


Don't tell my horse-.* 
but I love Lady Borden! . 


LEE 
: <' 

: 

\ 


SMILE, PODNER—Comedian Bob Hope will help Borden Co. sell its 

Lady Borden ice cream this summer (and plug his new movie, 

“Alias Jesse James”) via radio spots in the New York area and 

through these banners carried on trucks of Borden’s Pioneer ice 
cream division. 


\Livigen Cream 


Denies FTC Charges 
of False Ad Claims 


WASHINGTON, July 7—Distrib- 


|utors of Livigen cream have de- 


nied Federal Trade Commission 
charges of falsely advertising that 
Livigen is a skin food and will 
rejuvenate the skin. 

The product is handled by Liv- 
igen Laboratory Sales Co. and 
Biotex Ltd., both of 42 W. 38th 
St., New York. 

The Livigen case is one of sever- 
al filed by FTC last fall involving 
products marketed by companies 
controlled by David L. Ratke, New 
York agency president (Parker 
Advertising). In some instances 
these cases have already led to 
consent orders (AA, May 18). 

The reply in the Livigen case 
admits the words “skin food” ap- 


| pear in the ads, but contends it is 
‘not a representation that the prep- 
‘aration is a “skin food” as the 
{term is used by FTC. While the 
‘replies deny the ads represent that 
Livigen will “rejuvenate” skin, as 
| the commission uses this word, the 
two concerns specifically deny the 
jallegation that it will not reju- 
|venate skin. # 


‘Lampert Adds Two Accounts 

| Lampert Agency, New York, 
|has been appointed to handle ad- 
|vertising for Royal Zenith Corp., 
distributor of Royal Zenith offset 
| printing presses made in West 
| Berlin, and for the international 
division of U.S. Industries Inc. 


Grady Gets Kenya Corp. 

Kenya Corp., New York, fabric 
|/manufacturer, has appointed Ro- 
|bert B. Grady Co., New York, to 


handle its advertising. 


It is no 


coincidence 


that those who buy our products, have 


confidence in our service, what we produce, 


and particularly our recommendations. 


PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 


ELECTROTYPES, NICKELTYPES, PACOTYPES, MATS, R,O.P. COLOR GLASS MATS, 


THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES 
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Altman-Stoller Adds Two 
Altman-Stoller Advertising, 


sportswear, and for Klopman, Architectural Book Sold 
Mills, New York, weaver of gray 


Coming 


45 
lications, Hollywood. It will be 


é Architectural Ceramics, former- consolidated with Tile, a Wilson- 
New York, has been named to/| goods. Fletcher D. Richards, Cal- ly published by lander Publica- | Loveton monthly, effective July 1, 
handle advertising for Girltown, | kins & Holden, formerly handled tions, Beverly Hills, Cal., has /|and the magazine will be renamed 


Conventions 


*Indicates first listing in this column. 

Aug. 5-8. Advertising Age’s Second An- 
nual Summer Workshop on Creativity in 
Advertising, Palmer House, Chicago. 

Aug. 12-13. 4th annual circulation sem- 
inar for business publications, Pick-Con- 
gress Hotel, Chicago. 

Aug. 28-30. W. Va. Broadcasters Assn., | 
annual fall meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

Sept. 13-16. Direct Mail Advertising 
Assn., 42nd annual convention, Queen 
Elizabeth Hotel, Montreal, Can. 

Sept. 16-19. Mail Advertising Service 
Assn. International, annual convention, 
Queen Elizabeth Hotel, Montreal, Quebec. 

Sept. 17. Assn. of National Advertisers, 
sales promotion workshop on incentive 
selling methods, Hotel Sheraton-East, New 
York. 

Sept. 18-19. Wisconsin Newspaper Ad- 
vertising Executives Assn., annual meet- | 
ing, Meade Hotel, Wisconsin Rapids. 

Sept. 23-24. National Business Publi- | 
cations, New York Regional Conference, | 
Hotel Roosevelt, New York. | 

Sept. 25. Advertising Research Founda- 
tion, 5th annual conference, Waldorf-As- 
toria, New York. | 

Sept. 28-30. Southern Newspaper Pub- 


Inc., 


Boston, maker of girls’| Klopman. been sold to Wilson-Loveton Pub- | Tile & Architectural Ceramics. 


SAN FERNANDO 


VALLEY LA CANADA 


TUJUNGA 
LA CRESCENTA 
MONTROSE 


EAGLE ROCK 
NORTH HOLLYWOOD 


ARCADIA BALDWIN PARK 


SO. PASADENA 


SAN GABRIEL 


lishers Assn., 56th anniversary convention, | TEMPLE CITY 
Arlington Hotel, Hot Springs, Ark. 
Sept. 29. Newspaper ROP Color Confer- EL MONTE 


ence, one-day workshop, Hotel Biltmore, 
New York. 

Sept. 30-Oct. 4. Affiliated Advertising 
Agencies Network, annual international 
meeting, Somerset Hotel, Boston. 

Oct. 14-16. Point-of-Purchase Advertis- 
ing Institute, 2nd national members meet- 
ing, Statler-Hilton Hotel, Washington, 
D. C. 

*Oct. 15-17. Pennsylvania Newspaper 
Publishers Assn., annual convention, Pick- 
Roosevelt Hotel, Pittsburgh. 

Oct. 18-20. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 19-20. Boston Conference on Distri- 
bution, 3lst annual conference, Hotel Stat- 
ler, Boston. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. 

Oct. 20-23. Junior panel, Outdoor Adver- 
tising Assn., annual convention, Morrison 
Hotel, Chicago. 

Oct. 22-23. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 

Oct. 25-28. National Newspaper Pro- 
motion Assn., central regional meeting, 
Schroeder Hotel, Milwaukee. 

Oct. 26-28. Life Advertisers Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Nov. 2-4. Broadcasters’ Promotion Assn., 
4th annual convention, Warwick Hotel, 
Philadelphia. 

Nov. 23-24. National Business Publica- 
tions, Regional Conference, Drake Hotel, 
Chicago. 


Rigo Offers Survey Package 

Rigo Enterprises, Chicago, is of- 
fering a new consumer survey 
package, using retail outlets to 
distribute questionnaires. Custom- 
ers fill out the questionnaires and 
become eligible for a prize draw- 
ing. The retailer gets a _ similar 
prize if the winner picked up the 
questionnaire in his store. Rigo 
will perform all services, includ- 
ing making up the questionnaire 
and tabulating the results. 


‘SEP’ Names Three 

The Saturday Evening Post has 
appointed Charles Thomas Martz 
to its advertising trade relations 
staff in Los Angeles, Kenneth J. 
Sherry to its Chicago staff and 
Robert Clegg Rohrs to its New 
York sales staff. Mr. Martz for- 
merly was with Addressograph- 
Multigraph Corp., Mr. Sherry was 
with Armstrong Cork Co. and Mr. 
Rohrs was with Good Housekeep- 
ing. 
Lavenson Adds Desco 

The Desco Vitro-Glaze Assn. of | 
America, Philadelphia, has ap- | 
pointed Lavenson Bureau of Ad- 
vertising, Philadelphia, to handle 
its advertising. The association is 
a group of franchised agents 
handling Desco wall and _ floor 
coating materials manufactured 
by Macnaughton-Brooks Ltd., To- | 
ronto. | 
Contactisol to Kohler | 

Contactisol Inc., Lindenhurst, | 
N. Y., a new company selling con- 
tact lens solutions to the ophthal- | 
mic professions, has appointed Al-_ 
bert A. Kohler Co., Old Greenwich, | 
Conn., to handle its advertising, 
promotion and public relations. 
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WESTCHESTER 


HAWTHORNE TORRANCE 


MANHATTAN BEACH 
HERMOSA BEACH 


REDONDO 


THE COPLEY LOS ANGELES 
NEWSPAPER GROUP: 
8 DAILIES PLUS 15 WEEKLIES... 


ALL FOR $1.38 A LINE! 


WILMINGTON 


ALHAMBRA POST-ADVOCATE 
El Monte Post-Advocate 
Alhambra Post-Advocate Shopper 
BURBANK DAILY REVIEW 
Burbank Review Shopping News 


CULVER CITY STAR-NEWS 
& VENICE EVENING VANGUARD 
Culver-Paims Advertiser 
Mar Vista Advertiser 
Venice Advertiser 
Baldwin Hills Advertiser 
GLENDALE NEWS-PRESS 


Glendale News-Press Shopper 
INGLEWOOD DAILY NEWS * 


Hawthorne Citizen 

Lennox Citizen 

Westchester Citizen 
MONROVIA DAILY NEWS-POST 


Monrovia-Duarte News Advertiser 


SOUTH BAY DAILY BREEZE 


(Redondo Beach, Hermosa Beach, 
Manhattan Beach) 

South Bay Breeze Advertiser 

South Bay Breeze Peninsula Advertiser 


SAN PEDRO NEWS-PILOT 
San Pedro News-Pilot Advertiser 


One order — at one discounted rate — buys the 
entire Copley Los Angeles Newspaper Group: 
8 strategically located dailies, plus their 15 sup- 
plementary weeklies, with a total circulation of 
432,005.* 

And these ‘‘hometown"’ newspapers give you the 
penetrating coverage, flexibility, and merchandis- 
ing support you need to sell Greater Los Angeles. 
Remember, the Copley Los Angeles Group is yours 
with one order, one billing, one combination rate: 
$1.38 a line. You save 31% as compared with total 
individual rates, and you get productive coverage 
of 31 key communities. 

For the detailed story of this group buy, ask any 
office of the WEST-HOLLIDAY CO., INC. 


*Circulation total includes 104,633 A.B.C. Daily Paid: 
balance Guaranteed Controlled Circulation. 


* Included in the Group Buy, but not mem- 
bers of the Copley organization 


<2 
“The Ring Cy of Truth” 


COPLEY NEWSPAPERS 


THE GREATER LOS ANGELES GROUP 
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‘le Serai Mere’ Bows 

Faust Inc., Montreal, will intro- 
duce a new publication, Lady in 
Waiting, and its French language 
counterpart, Je Serai Mere, with 
the December issue. 
annual publication is aimed “to 
assist expectant mothers during 
their last eight months of preg- 
nancy.” Rates are $925 for one 
b&w page, one insertion and $1,295 
for one page, four color, one in- 
sertion. 


Clayton Leaves NFAA 

Sidney Clayton & Associates, 
Chicago, has resigned its mem- 
bership in the National Federation 
of Advertising Agencies. 


-TON OF FooD- 


sells food by the ton... 
@eeeee 
Fresno GUIDE 
FRESNO, CALIFORNIA 


‘Gilbert Hodges, 87, 
Former Munsey Exec, 


AFA Head,IsDead | 


New York, July 7—Gilbert Ten- 
nent Hodges, 87, former chairman 


The semi-| 


the Munsey Trust Co. and the Mo-;tion in Rome in 1933. He also 
hican Co., a food store chain. served for many years as a mem- 
Mr. Hodges served two terms as | ber of the advisory committee of 
president of the Advertising Club|the Advertising Federation of 
of New York and from 1930 to 1934 | America. 
served as president and chairman As head of the American delega- 
of the Advertising Federation of | tion to the world advertising con- 
America. He was appointed a lieu- | vention in Paris in 1937, Mr. 


of the executive committee of the | tenant colonel in the Army Reserve | Hodges was made an honorary 


old New York Sun, and more re- | 


cently associated with the Wall | 
Street Journal, died July 4 of a 
heart attack at his home here. 

| Born in Monroe, Wis., Mr. 
|Hodges was graduated from the 
law school of the University of | 
Wisconsin in 1895. He practiced | 
law in Chicago for ten years and 
then joined the publishing organ- 
ization of Frank A. Munsey there. 


in 1931 and was reappointed in|member of the French Legion of 
1936. He was familiarly known to | Honor. He also received an honor- 
friends as Col. Hodges. | ary degree of master of commercial 
| science from Bryant College. 

s Following the sale of the New | 

York Sun and the Evening Sun tov F. LEE JOHNSTON 
Scripps-Howard Newspapers in Derroit, July 1—F. Lee John- 
1950 and their incorporation into |stom, 60, an advertising and public 
the New York World-Telegram, |relations figure here for 35 years, 
Mr. Hodges joined Dow, Jones Co., |and a former president of the De- 
publisher of the Wall Street Jour-|troit Adcraft Club, died June 29 


In 1912 Mr. Hodges became | nal, in an advisory capacity. He re- after a series of heart attacks 


| western manager of all Munsey | 
| publications. In 1916 he was named 
advertising manager of the New 
York Sun and the Evening Sun. 
In 1925 he was made a member of | 
the Sun’s executive committee; ten | 
years later he became its chairman. 
He was also elected a director of | 


tired from that post last November. | which had forced his retirement 
Mr. Hodges was a delegate to the last March from Sampson & John- 
first international advertising con- | ston Inc., of which he had been a 
vention in London in 1924, was | partner. 
chairman of the international ad-| Mr. Johnston was a native of 
vertising congress in Berlin in| Windsor, Ont., where he had 
1929, and was a delegate to the | worked as a newspaper man and 
international advertising conven- | publicist before moving to Detroit 
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New shopping centers, pictured here, have brought 
into the Saginaw picture new food and drug chains, 
as well as new junior department stores. Along with 
a healthy industrial growth, these shopping centers 
are changing the picture in Saginaw . . . FAST! 


The change is mighty important because this grow- 
ing, going market is loaded with buying power! 
And in this big 8-county market, THE SAGINAW 
NEWS will bring your sales message to approxi- 
mately 175,000 readers. 


The daily newspaper is the total selling medium .. . 


LY ge 


38% 


and the total selling power of The Saginaw News is 
no secret to Saginaw business men. In January and 
February of this year, 159 business and professional 
firms signed new advertising contracts with The 
Saginaw News... . an expression of their unshakeable 
faith in the tremendous selling power of The News 
and their confidence in the future of this “golden 
industrial-agricultural’”’ community. 


Your sales picture will be brighter in this flourishing 
market. Contact one of our representatives or write 
The Saginaw News .. . and GET THE FACTS! 


“The daily newspaper is the total selling medium” 
THE SAGINAW NEWS 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon 


B. Newman, 435 N. Michigan Ave., Chicago 11, 


San Francisco 3, SUtter 1-3401 


A Booth Michigan Newspaper 


7-4680 @ Brice McQuillin, 785 Market St., 


@ William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972. 
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in 1923. He served as Michigan 
USO field operations director in 
World War II, and later was cited 
for this work by the Fifth Infantry 
Battalion of the Marine Corps 
Reserve in Detroit, being given an 
honorary commission. 

He also belonged to the Scarab 
Club, Fine Arts Society, Historical 
Society of Detroit and the Sales 
Executives Club. He was a lectur- 
er for 10 years at Wayne State 
University in its advertising edu- 
cation program. 


JOSEPH A. KERNEY 


TRENTON, July 7—Joseph A. 
Kerney, 71, vp and former adver- 
tising director of the Trenton 
Times, died June 28 at his home 
here after a short illness. 

Born in Princeton, N. J., he was 
graduated from Georgetown Uni- 
versity. During Woodrow Wilson’s 
first administration he became a 
Washington correspondent for the 
Trenton Times. During World 
War I, Mr. Kerney served in the 
Navy. Following the war, he en- 
tered the advertising business in 
New York; in 1922 he went to 
Chicago as a correspondent for the 
old New York World. 

In 1924 Mr. Kerney rejoined the 
Trenton Times as advertising di- 
rector and continued in that po- 
sition for 30 years, until he re- 
tired in 1954. He was made a vp 
of the newspaper in 1930. His 
brother James, who died in 1934, 
was editor and publisher of the 
newspaper for many years. Thom- 
as L. Kerney and John E. Kerney, 
sons of the late James Kerney, 
are general manager and editor, 
respectively, of the Times. 


ALEXANDER GRIFFIN 

PHILADELPHIA, July 7—Alexan- 
der R. M. Griffin, 56, a vp of Al 
Paul Lefton Co., died June 26. Mr. 
Griffin was a newspaper man and 
an analytical reporter on radio 
before entering the advertising 
business. He started his newspaper 
career with the Buffalo Courier. 
He was a reporter for the Camden 
Courier-Post and for the old Phil- 
adelphia Public Ledger before 
joining the now defunct Philadel- 
phia Record, where he became city 
editor and assistant managing ed- 
itor. 

He then became an analytical 
reporter for the Mutual Network, 
the show called “Griffin Report- 
ing.” He was the author of three 
books on World War II, “Here 
Come the Marines,” “Out of the 
Carnage” and “A Ship to Remem- 
ber.” 

At the Lefton agency, he was vp 
in charge of radio and tv. 


THOMAS F. WARD 

Los ANGELEs, July 7—Thomas F. 
Ward, 65, who was associated with 
the advertising sales staff of Life 
and Time for 25 years, died at his 
home here June 28 after a brief 
illness. 

Born in Boston, Mr. Ward was 
with Crowell Publishing Co. for 
11 years before joining Time Inc. 
in 1934. He was a member of the 
original advertising staff of Life; 
he spent most of his career in Chi- 
cago and Los Angeles. Most re- 
cently he was Pacific market de- 
velopment manager of Time’s re- 
gional marketing program. Before 
that he had served for five years 
as sales manager of Time’s Los 
Angeles office. 


EDWIN C. OLSON 

Cuicaco, July 7—Edwin C. Ol- 
3on, vp of Roche, Rickerd & 
Cleary, died June 20. Mr. Olson 
started his advertising career with 
Erwin, Wasey & Co., working in 
account management, radio pro- 
gram direction, merchandising and 
service. Later, he joined the old 
Cecil & Presbrey agency as man- 
ager of its Chicago office. He had 
been associated with Roche, Rick- 
erd & Cleary for the past 16 years. 
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SOFT DRINKS | KLZ of Denver... Salutes... 
IN THROW-AWAY _A Radio-Active Business Executive 


| Lloyd King, who started a small Denver grocery store in 1934, and 
now, in his ever-growing chain of King Soopers has just opened the 
largest Super Market between Chicago and the Pacific Coast. 


| “Our sponsoring quarter-hour portions of The Art Gow Show, and 
use of live announcements in The Pat Gay Show and The Johnny 
Wilcox Show over KLZ has played a very important part in our 


ASSIST FOR CAN MAKERS—U.S. Steel Corp. will lend its not inconsider- | . ‘ge “ p 
able advertising support to can makers this suynmer with an outdoor | expansion in Colorado,” Mr. King says. 
promotion in 19 metropolitan markets across the country, The cam- 
paign, promoting use of canned soft drinks, will also utilize newspa- 

pers, magazines, radio, tv, direct mail and point of sale supports. | 


Batten, Barton, Durstine & Osborn is the agency. odio. 
Olin Aids Users of Bolt Joins Capper Publications Me L 
Alfred E. Bolt Jr. has been 
Its Cellophane Via ) i ae 560 KC 


Let KLZ-Radio pre-sell for you in the Denver-Rocky Mountain area. 


named district manager of Capper 


Publications, headquartering in 


Business Paper Push Chicago. Mr. Bolt was formerly) 


New York, July 7—Olin Mathie- | Western manager of Harper's 
son Chemical Corp. is aiding its | Bazaar. 
cellophane customers with a print | 
campaign now running in aed 
publications. 

One series of ads in food Keston 
describes cellophane converters as | 
“masters of packaging,” function- | 
ing as designers, package engineers | 
and merchandising consultants. 

A second series features the use | 
of Olin cellophane for improved | 
food packaging. 

The ads are running in Bakers 
Weekly, Baking Industry, Biscuit 
& Cracker Baker, Candy Industry, | 
Potato Chipper and Pretzel Baker. 

The campaign, begun in May, will 
run through the end of the year. 
D’ Arcy Advertising Co. is handling 
the drive. # 


Acrilan Carpet Push Set 

Chemstrand Corp., New York, 
will promote Acrilan carpet this) 
fall with a tv, newspaper and_| 
magazine campaign which it calls 
“unprecedented for the entire car- 
pet industry.” Starting Sept. 12 
the carpet will be promoted for 
13 weeks on Chemstrand’s new, 
as yet unnamed, weekly show on 
NBC-TV. Starting Sept. 26, the 
company will promote “National | 
Acrilan Carpet Week” via news-| 
paper ads in 25 markets and a 
color spread in the October Good 
Housekeeping. In-store promo- 
tional and display material will 
go to stores featuring the product. 
Doyle Dane Bernbach Inc., New 
York, is the agency. 


i * SPRINGFIELD at ~e 
@ DECATUR 

@ CHAMPAIGN-URBANA 
“Where Mid America 
Lives and Buys. 
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“Time dijo...” 


**... the 4 powers will... 
the 21 nations have... 
the 50 states are...’’ 


Foreign affairs are especially 
important to the growing nations 
and industries of Latin America. 


To keep up wit: international news 
and US. activities, executives 

and officials throughout that 

area read TIME every week. 


And when they talk of the current 
events that affect their plans, 

they often make use of the words 
“TIME dijo. . .’”’—‘*TIME said .. .”’ 


talked-about 
magazine in 
Latin America 


TIME Latin America is published weekly in English. It consists of the editorial content of the 
U.S. Edition plus additional Latin American news and advertising directed to its special audience. 
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Wallach’s TPI 
Service Expands 
fo Print, Radio 


Now Covers 9 Markets; 
Revson Is Backer of 


‘Qualitative’ Research 


| Abrams have since left Rev!on. Mr. 


nings in 1957. At the time, Mr. | 
Revson was exec vp of Revion 
Inc., and George Abrams was ad- 


| vertising vp of that company. 


Mr. Abrams was largely respon- | 
sible for the idea behind a quali-| 
tative rating service which would | 
do more than merely report the! 


/number of sets that were turned | 


on, and he invested “a small sum” | 
of money to help get TPI off ra 
ground. 

and Mr. 


s Both Mr. Revson 


New York, July 7—Martin Rev- | Revson is now active in invest-| 


son has invested “a sizable sum” 
of money in TPI Inc., the per- 
sonal television interview company | 
headed by researcher Miles A. 
Wallach. 


| 


Mr. Wallach, who released the ries and cosmetics division, War-| under Revlon sponsorship. 


information, said also that the TPI | 


expanded to nine cities and that 
it will move into print interviews 
over the summer and into radio in 


ments in real estate, chemical and | 
drug companies (he is one of the| 
two or three largest stockholders | 
in Rexall Drug Co.), and Mr.| 
Abrams is president of the toilet- 


ner-Lambert Pharmaceutical Co. 


present operations, Mr. Abrams| 


said. 


Mr. Wallach commented that|kept it on.” This included such | tional Advertisers last fall, spend | account 


MEET OUR NEW 
NON-WAX MILK CARTON 


ILLUSION—T his in- 
genious display 
gives the illusion 
of milk pouring 
out of that carton 
endlessly. The 
display was de- 
veloped by Seal- 
right Co., Fulton, 
N. Y., maker of 
plastic coated 
milk cartons. The 
secret: a small 
white tube con- 
necting quart to 
electric pump in 
body of display. 


of younger people, and the high 


“On the basis of ratings alone, percentage of Revlon product users 
qualitative rating service has been He is “not very active” in TPI's| Revlon would have taken the pro- among the viewers, he explained. | also has promoted Charles B. Rus- 


gram off the air, but on the basis | 


TPI interviewers, Mr. Wallach 
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|via punch cards. At that time he 


‘said 6,000 interviews had been 
completed in the three original 
| cities. # 


| 
} 


Gourtain-Loett Gains One 


National Beauty Industries, Chi- 
cago, has named Gourfain-Loeff, 
Chicago, to handle advertising of 
its Bob-O-Lene wave set lotion. 
Another product of the company, 
Roll-A-Curl, formerly handled by 
Burlingame & Grossman, Chicago, 
is no longer being advertised but 
is being promoted through store 
demonstrations. 


Myrbeck Adds Thayer Scale 
S. Gunnar Myrbeck & Co., 
Boston, has been named to handle 
advertising and sales promotion 
| for Thayer Scale Corp. Myrbeck 


sell from an account executive to 


of results over and above, they | told a meeting of the Assn. of Na-| account manager in charge of all 


executives assigned to 


September. Philadelphia, Chicago|TP1 made two studies of the|things as the number of women |about four minutes in each home, | instrumentation and nuclear ac- 
and Los Angeles are the original | “Garry Moore Show” while it was! watching the show, the number | putting down answers to questions | counts. 


three cities into which the rating 
service was introduced. In addi- 
tion, it now also covers New York, 
Boston, Atlanta, St. Louis, Dallas, 
and San Francisco. 

Mr. Revson has been named | 
chairman of the board of TPI, 
although active operations will be 
in the hands of Mr. Wallach, who 
is chief executive officer and 
president. “I think it’s a needed | 
service, and I think it will be very | 
successful,” Mr. Revson said. 

His investment, said to be a five- | 
figure sum, will be used to expand 
present facilities, to move into ra- | 
dio and print and for promotional | 
and advertising expenses. 


s Mr. Wallach said TPI (which 
stands for Television Personal In- 
terviewing) now has 11 clients, 
including advertisers and agencies 
but no networks. He said he is in 
“almost weekly communication” 
with two networks and is hopeful 
of having at least one signed by 
this fall. 

Individual studies have all made 
money, he stated, but TPI has op- 
erated at a loss between-times. He 
was hopeful of becoming “a going 
concern” by autumn. 

Mr. Wallach said last week that 
Martin Revson had been interested 
in the TPI project from its begin- 
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Weolal ties made to your specification. 
‘Relp you launch new products and sale 
inemes, Use this new promotion and 

emium idea with salesmen, dealers an 

ustomers or give-away at Conventions, 

lees from G0c a tie. Write for details, 


Dept. 7A, 401 Fifth Avenue, New York 1, WN. Y. 


QUESTION: 


What big isolated market in the West.... 


has more people than live in each of 16 states.... 


who spend more for food than residents in each of 15 states, 


more for automotive products than residents in each of 16 states,| 


and more for drugs than residents in each of 14 states 


--and Is covered with just one big ‘‘newspaper-buy’’? 
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 } ‘dvertising Representatives: Cresmer & Woodward, Inc. Sunday Spokesman-Review carries Metro Sunday comics and This Week magazine. 


A ANSWER: 
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Philadelphia Group 
Asks Outdoor Law 
‘to Increase Tourism’ 


PHILADELPHIA, July 7—The bat- | 
tle against outdoor signs has| ™ 
widened to include an urban devel- 
opment group here known as the 
Greater Philadelphia Movement. 

P. Blair Lee, GPM co-chairman, 
asked the State Senate to pass a 
highway signboard control bill. 

Mr. Lee told State Sen. George 
N. Wade, chairman of the senate 
highways committee, that the 
“great natural assets” of the state | 


should “be seen by our citizens and | : : ‘ 
our visitors.” He said attractive | that the control is desirable on its 


highways attract tourists. own merits, in addition to the fact 
“The new jobs created by a that the state will get federal pay- 
growing and vigorous tourist in- | ments for effective control. + 
dustry would exceed many times 
the few temporary jobs lost 
through a limitation on the con- Coca-Cola Bottling Co., Silver 
struction of billboards on new|Spring, Md., has appointed Wil- Du-Rite Sales Co., Brentwood, Newell, W. Va., has appointed Al- 
interstate routes,” Mr. Lee stated. | liam D. Murdock Advertising| Md., has appointed Roman Ad- | bert P. Hill Co., Pittsburgh, to 
He added that the GPM believes! Agency, Washington, to handle its| vertising Agency, Baltimore, to| handle its advertising. 


MODERN SELL—The visual squeeze technique devel- 
oped by Transfilm, New York, is put to work here 
on a spot for Muriel cigars. Still photos are flashed 
on the screen in staccato manner to the beat of back- 


ground music. Stylized art settings are in keeping 
with the cigar’s theme: “Any time ... anyplace .. 
anywhere.” This commercial is used on “Cimarron 
City” (NBC-TV). Lennen & Newell is the agency. 


radio and television advertising. jhandle its advertising for Du-Rite 
Murdock now handles broadcast powder bleach. Advertising sched- 
advertising for all Coca-Cola bot- | ule includes television, newspapers 
|tling plants in the metropolitan | and radio. 

| Washington area. 


Coke Bottler Names Murdock | Knowles Names Hill 


Du-Rite Appoints Roman | Edwin M. Knowles China Co., 


ae 


- 


=, The Spokane Market 


hi has 


it’s 4 times as 
big as it looks! 


Total Spokane Market Retail Trading Zone Metropolitan Spokane 
Net Income Net Income Net Income 
$2,009,334,000 $1,250,602,000 $54 1,034,000 
The Spokesman-Review and The Spokesman-Review and The Spokesman-Review and 
Spokane Daily Chronicle reach Spokane Daily Chronicle reach Spokane Daily Chronicle reach 
5 out of 10 families. 7 out of 10 families. more than 9 out of 10 families. 


Totals are cumulative; Sales Management |959 


Look at the full sales potential of the Spokane Market and 
you find it’s a much bigger market than many individual states. 


For this is a market that cannot be measured by its metropolitan 
area alone. Entirely surrounded by towering mountain ranges and 
with 300 or more miles separating Spokane from other metro- 
politan areas, it is a completely independent, solidly unified mar- 
keting unit— 4 times as big as its metropolitan area in population, 
income and retail sales! And you sell it ALL with an ‘‘A”’ schedule in 
one big ‘“‘newspaper-buy” — The Spokesman-Review and Spokane 
Daily Chronicle. Together, they reach 1 out of every 2 families! 


Spokane is a BURGOYNE Grocery and Drug Test City 


1 out of every 
2 families 
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Shaw Calls Co-op 
‘Essential’; Myers 


|Replies, ‘It's Waste’ 


New York, July 7—Cooperative 
advertising was seen as both a help 
and a hindrance by variety store 
executives at a panel discussion on 
sales promotion tie-ins. 

S. L. Shaw, advertising manager 
of S. H. Kress & Co., said, “If both 
parties are appreciative of ethical 


.| practices and policies, and if both 


parties treat it as a truly coopera- 
tive venture, co-op advertising can 
be a very useful and profitable ar- 
rangement. 

“Co-op advertising is an essen- 
tial part of our merchandising 
plan,” he added. 


® But Fred E. Myers, sales promo- 
tion manager of H. L. Green Co., 
said co-op programs by his com- 
pany have been a waste of time, 
| effort and money. 
“Cooperative ads certainly do 
| not pull customers into the store,” 
Mr. Myers said. “One reason is that 
|the items in a co-op ad can be 
bought in any of the variety stores, 
as well as in many other stores, and 
|at the same price. 
“We would much rather have co- 
/op funds allocated for use in pro- 
/ducing our own designed point of 
|sale display material, promotion 
prize contests, etc.,” he said. 
The panel was sponsored by 
| Variety Store Merchandiser. # 


_Mulcahey Leaves Bristol 

John J. Mulcahey, advertising 
and sales promotion manager of 
Bristol Laboratories division of 
Bristol-Myers Co. for the past 13 
years, has joined Williams & Wil- 
kins, New York, as advertising 
sales representative for 10 of its 
medical journals. 


Comfort Named Pioneer VP 

Pioneer ice cream division of 
Borden Co., Brooklyn, has ap- 
pointed Robert H. Comfort vp of 
the division. Mr. Comfort joined 
Borden in 1948 and last January 
was named director of sales and 
advertising of Pioneer. 


Cocktield Names Schenk 

O. K. Schenk has been ap- 
pointed assistant manager of the 
creative department of Cockfield, 
Brown & Co., Toronto. 


Chicago's 
new 40-story 

Advertising 
Headquarters -— 


| WOTEL IN HEART OF CHICAGO ADVERTISING 

| @ close to agencies, radio-TV stations, 

newspapers, magazines, art, flim and 

| recording studios, representatives. 
UNIQUE FEATURES OF EXECUTIVE HOUSE 

| @ Drive-in Garage 

| @ Direct Dialing from Room Phone 

| © Private Sun Terrace 

| @ Free Stock Market Quotations 

} 

| Exteulue 


_ Send for colorful brochure 


Department A, 71 E. Wacker Drive, Chicago 1 
Financial 6-7100 - A. M. Quaries, General Manager 
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PHOTO 
REVIEW 
OF THE 
WEEK “ame 


WHEELS AT WHEEL—At work just prior to the 28th annual conference of Advertising Agency, Cedar Rapids, Ia.; Jack Wilson, steering commit- 
the National Advertising Agency Network are members of NAAN’s tee chairman, Carr Liggett Advertising, Cleveland; Arlyn Cole, Cole & 
steering committee—Scott Robertson, Robertson, Buckley & Gotsch, Weber, Portland, Ore.; Gene Broyles, Galen E. Broyles Co., Denver; 
Chicago; Sidney Garfield, Garfield, Hoffman & Corner, San Francis- Oakleigh R. French, NAAN managing director; Robert Luckie, Robert 
co; Ernest Lee, Merrill Kremer Inc., Memphis; Harold Rowe, Ambro Luckie & Co., Birmingham, Ala. (Story on Page 55.) 


HEART OF MY HEART 
—This convivial 
scene was com- 
mitted at a Gay 
90s party given 
by Stromberger, 
LaVene, McKen- 
zie for media 
reps. Heisting 
that stein is Ted 
Stromberger. The 
fair beauties are 
agency secretar- 
ies Diane Velden 
(left) and Myra 
Watkins. The 
Bowery refugee 
tickling the 
ivories often 
masquerades as 
Phil Seitz, Ad 
Age’s Los Ange- 
les editorial rep- 
resentative. 


Trombley McKay Liets Reading Davis 


SOCIALIZING—Social occasions between business sessions brightened Advertising Club; Duke Reading, Display Service, Boise; Walker Da- 
the agenda at the Advertising Assn. of the West convention. This one vis, National Advertising Co., San Francisco, and Mrs. Davis; and 
brought together Reata Trombley, Charles F. Berg Inc., Portland; Al- Duane Swanson, U-Haul Rental Trailer Co., Portland, and Mrs. Swan- 


lison McKay, Standard Oil, San Francisco; Lucille Liets, Hollywood son. 


Hauck Hill Mrs. Woodrum Woodrum Suga 

AAW OUTDOORS—Enjoying ideal weather at Tahoe Tavern at the Advertising Assn. of 
the West convention are Roland Hauck, Lennen & Newell, and Bob Hill, Columbia- 
Geneva division, U. S. Steel, both San Francisco; Donald Woodrum, Woodrum & Staff, 
Honolulu, and Mrs, Woodrum; Jiro Suga, Dentsu Advertising, Tokyo, showing his 
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Boker Dollnig Ahlswede Cyr 


4 PLANS—Frank Baker, president of 
SOAP SPREE—Colgate-Palmolive is the Chicago Federated Advertising 
. ‘ : : Club, Grant, Schwenck & Baker, 
using this floor bin to introduce : . : 
and Berneice Dollnig, president of 
Spree, a new bath and beauty soap. : fe 
- the Women’s Advertising Club of 
The unit was produced by Thom- - : 
Chicago, and director of consumer 
son-Leeds Co., New York. : Pe 
education division, Sears, Roebuck 
& Co., lay plans for the 1959 Ad- 5 
vertising Workshop, which the 
clubs co-sponsor, with the help of 
Lee Ahlswede, vp, Buchen Co., and 
CFAC co-chairman of the work- 
shop, and Elaine Cyr, Oldsmobile 
dealer order manager of Edwards 
& Deutsch Lithographing Co. and 
WAC co-chairman. The workshop 
will run for eight weeks beginning 
Sept. 28. 


Mrs. Davis Mrs. Swanson Swanson f 


Bria Rosen Freeman Penfield Cady Calhoun 
camera to Fran Bria, Carl Lawson Advertising Co., and John Rosen, John Rosen Co., 
both Phoenix. Noel Cady, Brown & Cady Printing, Long Beach, and Bill Calhoun, San 
Francisco, share a funny story in a pocket magazine with Al Freeman, Western Air 
Lines, San Diego, and Ray Penfield, Facts Consolidated, San Francisco, 
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Outdoor...shortest distance 


between telling and selling! 


Outdoor advertising tells your story to shoppers moments 
before they buy! 

Outdoor shows your product in dominant full color exactly 
as it appears in the store. The shopper’s mind, freshly 
marked with the true image of your product, responds 
impulsively to the same image in the busy welter of mass 


store display. 

This works for all kinds of advertisers — because everyone 
gets the message when it runs Outdoor. It’s hard to miss 
300 square feet of hard-selling color advertising! 


Whether you sell to women or men, teen-agers or tots— 
you can talk to more of them for your money in Outdoor 
than in any other major medium. 


Big, impressive Outdoor showings are available on a sur- 
g, p 

prisingly flexible basis—en route to supermarkets or shop- 
ping centers, for example—or to fit any sales pattern. 


Ask your OAI Representative to show you how he can 
help you sharpen the impact of a marketing program with 
Outdoor posters, painted bulletins and spectaculars. At his 
disposal — and at yours — are all the research, planning, 
creative and merchandising services of Outdoor Advertising 
Incorporated — the National Sales Representative of the 
Outdoor Advertising Medium. 


Sales offices in: Atlanta, Chicago, Dallas, Detroit, Las Angeles, 
New York, Philadelphia, St. Louis, San Francisco, Seattle 


CyOUTDOOR 


ADVERTISING INCORPORATED 
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Sunday Linage Rises 
Advertising by the nation’s de- 

partment stores in Sunday news- 

papers was slightly heavier last 


What Do You Get 
When We 


JUDGE 


Your Contest? 

Above all, experience. Only 
this can insure scrupulous ob- 
jectivity, careful attention to 
every entry, and elimination 
of plagiarized, collusive and 
fraudulent entries. Only this 
can guarantee sound selection 
of winners, based only on 
merit. Call our Contest Divi- 
sion. 


lie, Metohande 


CORPORATION 
CONTEST MANAGEMENT 
AND JUDGING 


104 E. 25th St., N.Y. 10 - OR 7-4600 
(In Chicago: Dial 211 and 
Ask Operator for Enterprise 4531) 
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Miller Underwood Fowler Gallup _ Pfeiffer Hoover 


BOZELL & JACOBS MANAGERS—General managers of the 12 offices of Bo- 
zell & Jacobs gathered at the agency’s annual meeting. They are Bert 
Bremson, Kansas City; F. C. Miller, Omaha; Don Underwood, super- 
visor of Washington office and administrative executive, New York; 
Vincent Fowler, Beverly Hills; Charles A. Gallup, Indianapolis; Walt- 
er Pfeiffer, Shreveport; Donald D. Hoover, New York; Royal H. Wens- 


Bremson 


year than in 1957, according to the |tail Merchants’ Assn. 


1959 edition of “Departmental linage was 25% of the week’s total, 


Merchandising and Operating Re-|up from 24.6% in the fall of 1957. U. S. Handle Hawaii 


the control- Thursday linage dropped, the re- 
port states. 


sults,” published by 
lers’ congress of the National Re- 


Wensberg M. Jacobs Storey Booth 


Kaufman N. Jacobs Perlmeter Obermeyer 


berg, Seattle; Morris E. Jacobs, chairman of the board; Carl Storey, 
Houston: Arthur Booth, Baltimore; Sam Kaufman, Minneapolis; Na- 
than E. Jacobs, Chicago; Stanley Perlmeter, assistant general manager, 
Omaha, and Henry Obermeyer, supervisor of the Hartford office and 
administrative executive. The agency’s annual meeting was held in 


Omaha. 


Sunday More Marketers in 


as Domestic Area 


HONOLULU, July 7—Merchan- 
dising observers believe the trend | 
toward treating Hawaii as part of 
the domestic market rather than as 
a division of export will be accel- 
erated by statehood. 

When the islands are transferred | 
to domestic sales operations, many | 
changes in advertising, including 
agency arrangements, are likely 
to be made. 

e Chrysler Corp. is now in the 
process of switching from export | 
sales management to domestic. 
Ford made the switch two years 


Foods made the switch two years 
ago. Standard Brands did likewise, 


| but continues to place its Hawaiian 


advertising through its internation- 
al division. 


e Procter & Gamble and Colgate 
operate in this area through do- 
mestic sales channels, but Lever 
Bros. treats it as an export market. 
Advertising is placed through the 
international department in New 
York. 


e Bristol-Myers and Sterling Drug 
are among the top houses in this 
classification which continue to 
operate in Hawaii through their 
export departments. 

One result of this situation is 
that national advertisers using net- 
work tv programs on the mainland 


do not usually sponsor them here, 


ago. General Motors continues to -, P 
if they are marketing through ex- 


administer Hawaii as an export - 
market port, as complicated arrangements 
« . 
would have to be made to trans- 
e H. J. Heinz Co. has just com- fer responsibility for advertising 


pleted its switch from export to 
domestic sales operations. General 


costs and supervision to overseas 
+ 


divisions. + 


IN CHICAGO, “VISITING FIREMEN” 
AND AD MEN IN-THE-KNOW 
HANG THEIR HATS AT THE 
SHERATON TOWERS 


AMERICAN AIRLINES NEW $20 MILLION 
MAINTENANCE & ENGINEERING CENTER 


Tulsa is headquarters for overhaul and maintenance of the entire American Airlines Flagship 
Fleet, and the 5,000 American employees in Tulsa help to make the Oil Capital one of 
the MAJOR markets in the Southwest. The new maintenance and engineering center is one 
example of the broad commercial and industrial base, including oil, aircraft and manufacturing, 
thet gives Tulsa a per capita disposable income of $1,982 . . . one of the highest in 
the Great Southwest. 


ONLY the Tulsa World and Tulsa Tribune give complete coverage of this rich market in 
the heart of the Magic Empire. Write for more information about this major market, or 
tect your t Branham representative. 


A survey of our register reveals 
about half our guests are in 
advertising or deal with adver- 
tising people. 

Why so many? Well, 752 
agencies and related businesses 
are within 5 short blocks. The 
Sheraton Towers is at the very 
heart of Chicago advertising. 

You'll find conference rooms, 
convention rooms, restaurants, j 
lounges, de luxe suites and 
rooms...all air conditioned. 

Next time you plan to hang 
your hat on a Chicago hook, 
hang it at The Sheraton Towers. 
You’ll be among friends. 


an 


J 


ron MORE Business, WOE 


THE OIL CAPITAL NEWSPAPERS 


. 


SHERATON 


505 N. MICHIGAN AVE., CHICAGO 11, ILL. « WHitehall 4-4100 
Michael T. McGarry, General Manager « Home of The Chicago Press Club 


MORNING @ EVENING @ SUNDAY 
Represented Nationally by The Branham Co., Offices in Principal U.S.A. Cities 
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Alcoa’s Sharp Tells (| Avco on Concert Network 


How Its Admen Sell 
Salesmen on Ads 


Los ANGELEs, July 7—Some- 
thing can be done about the para- 
dox of rivalry between sales and 
advertising and sales promotion 
men and the Aluminum Co. of 
America is working at it, Jay M. 
Sharp, advertising promotion man- 
ager, told members of the Sales 
Promotion Executives Assn. 

He said a better understanding 
now exists in the Alcoa organi- 
zation as the result of a compre- 
hensive program of making certain 
salesmen see what advertising 
does for them. 


= The program begins in the head- 
quarters promotion staff which is 
a part of the advertising depart- 


ment. The coordination of adver- 
tising and sales is considered in 
terms of advertising programs. 

In “market maker” promotions, 
which are principally based on 
giving half of Alcoa’s tv com- 
mercial time to customers using 
aluminum, the first step is a call 
by the salesman and a field pro- 
motion manager. The customer is 
told Alcoa is willing to mention 
his company and product using 
aluminum on “Alcoa Theater” or 
“Alcoa Presents.” The promotion 
man then sets up the participation 
in the commercial. This is followed 
up thereafter by the salesman. 
Among the things the salesman 
does is present the customer with 
as many as 50,000 leaflets he can 
use to merchandise the commercial 
in which his company is featured. 

An “added values” program is 
directed to executives to sell the 


benefits of doing business with} 


Alcoa. The emphasis “is what we 
have to offer that you can’t get 
from other companies.” This ad- 
vertising appears mainly in such 
publications as Business Week, 
Time and Wall Street Journal. 
The merchandising of advertising 
done for Alcoa customers is a part 
of the added values enumerated. 
The salesmen are sent proofs of 
these ads, and furnished copies 
they can use in making calls. 


s Another program directed to ex- | 


ecutives is called “forecast.” Ads 


in publications directed to execu- | 


tives feature the work of outstand- 
ing designers who have designed 
products of aluminum which are 
not now on the market. Here the 
objective 
aluminum. Again, salesmen get 
proofs for use in their calls. 
Another campaign is for Alcoa 


wrap foil. This is based primarily | 
on the selection of principal mar- | 


kets where a sample piece of foil 
is inserted in newspapers and 


flanked on one side by an Alcoa. 


ad and on the other by an ad pur- 


chased by distributors and custo- | 


mers. 
These have been successful in 
promoting business, Mr. Sharp 


said. As in all advertising pro- | 


salesmen are kept fully 
so they recognize the 


grams, 
informed, 


sales stimulus the programs pro- | 


vide. # 


‘Publishers’ Auxiliary’ 
Changes Format, Boosts Rate 


Publishers’ Auxiliary is chang- | 


ing its format with its Oct. 3, 
1959, edition from seven 12-pica 
columns to eight 11-pica columns. 

Simultaneously the publication 
is increasing its space rates about 
10%. The b&w one-time page rate 
was $995; it is now $1,095. 


Westinghouse Lists Admen 
Westinghouse Electric Corp., 
Pittsburgh, has published a book- 
let guide for media representa- 
tives, listing the names and as- 
signinents of the company’s ad- 
men in the main office and 


The research and advanced de- 


|velopment division of Avco Mfg. 


Corp., New York, has signed a 26- 
week contract for three weekly 
series with the Concert Network 
on five stations of the FM net- 
work—WNCN, New York; WHCN, 
Hartford, Conn.; WXCN, Provi- 
dence, R. I.; WBCN, Boston, and 
WMTW, Portland, Me. Sponsor- 
ship will begin the week of July 6 
for the hour-long Tanglewood se- 
ries of the Boston Symphony Or- 
chestra, “Morgan Monitors the 
Market,” a five-minute stock mar- 
ket analysis, and a musical hour 
with Robert Dumm. The adver- 
tising was placed directly by Av- 
co. 


Alvin Schur Opens Shop 

Alvin L. Schur, with Grey Ad- 
vertising for the past seven years 
doing drug and toiletry marketing, 
has resigned to form his own 


| marketing consulting service with 


offices at 17 E. 48th St., New 
York. 


CANT 


WE 
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Maintaining a rep- 
utation isn’t easy, 
especially if it’s one 
of uncompromising 
engraving excellence. 
If we claim it, we 
MUST be able to 
answer the exact 
needs of ALL our ac- 
counts...and we DO! 


is to expand uses of | 


| 


| 
| 


America’s newest marketing phenomenon— 


The T'wo-House Family 


The Two-House Family has three or four baths... 


branches. 


Fifty to 75 thousand second 
homes—or vacation homes—will 
be built in 1959, according to the 
best trade estimates. 


With the Two-House Family, 
America has clearly entered a 
new Age of Consumption for 
household equipment. 


Where is this new phenomenon 


two to four television sets... 


two kitchens... 


four to 12 beds... 


multiples of furniture, linens, china, 
table service, floor coverings and so on. 


coming from? Who are the fam- 
ilies involved? What future ex- 
pansion can be expected? In what 
ways can your company benefit 
from this expanding marketing 
opportunity? 


Searching studies of this new 
Age of Consumption for house- 
hold equipment have been made 


by the J. Walter Thompson Com- 
pany. We shall be happy to dis- 
cuss the meaning of these studies 
for your company if you will get 
in touch with us. 


J. Watter THompson Company 


New York, Chicago, Detroit, 
San Francisco, Los Angeles, Hollywood, 
Washington, D. C., Miami 
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| Nielsen Network TV 
| Two Weeks Ending June 7, 1959 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audience“ 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 16,465 
2 Summer on Ice (U.S. Brewers Foundation, NBC) 15,975 
re 3 Wagon Train (Ford, National Biscuit Co., NBC) 15,353 
Se 4 Have Gun, Will Travel (Lever, Whitehall, CBS) 13,706 
" 5 Danny Thomas Show (General Foods, CBS) 13,662 
6 77 Sunset Strip (Several sponsors, ABC) we 13,039 
7 Holiday U.S.A. (Texaco Inc., CBS) 13,039 
| 8 The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) ............000 12,638 
gy Playhouse 90 (Several sponsors, CBS) 12,193 
10 Peter Gunn (Bristol-Myers, NBC) ..........:sssecsssersnesssersesneeesrereees 12,015 
PER CENT OF TV HOMES REACHED} 
Homes 
Rank Program (%) 
- Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .............ccccccssssssesseesesnsensnnes 37.7 
| 2 Summer on Ice (U.S. Brewers Foundation, NBC) .................cccccccccccceseeeeeeeeeeee 
3 Wagon Train (Ford, National Biscuit Co., NBC) ..............ccccssssessssseeeseneesenseeee 
| 4 — Have Gun, Will Travel (Lever, Whitehall, CBS) ............ccccocsssssssssssesssssssesesee 
5 Danny Thomas Show (General Foods, CBS) .............:csccessesssesesesreeeenenesesseees 
| 6 Fe Geet Girly GaN CORN, TRG cteiscecicscesiscrssnccccsasscdissessscoevecetecsssoeee 
| 7 — Pealidley USA (Fomeeo tena, CBE) cncccsconcossvncsssnnsssvevnsnessvensssese 
8 The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) 
| 9 Playhouse 90 (Several sponsors, CBS) 
10 CONG CEDURE GTINIR,, FUG) seccericivenccccscceccssccesccisecossnveesesasivssnssesseeisene 
CUSTOMERS IN Micloon Avecoys Audience” 
Homes 
| Rank Program (000) 
14 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .........:.-cccccssssssnsnereeeeneennees 15,397 
2 Summer on Ice (U.S. Brewers Foundation, NBC) .................cccccsssceeeseeseeeenes 13,573 
; ses 3 Have Gun, Will Travel (Lever, Whitehall, CBS) 
: | 4 Danny Thomas Show (General Foods, CBS) ..........cccssecssesesseesseseeneeneesseneens 
5 Wagon Train (Ford, National Biscuit Co., NBC) ..........ccccseesceseeersereees 
6 The Rifleman (Miles Labs., Procter & Gamble, ABC) .................0.0006. Site 
7 III TTI i os sn easccntnchss enmanatsennnasnpepnerwenninheosneucseenipend 
8 Wyatt Earp (General Mills, Procter & Gamble, ABC) wae 
9 Father Knows Best (Lever, Scott, CBS) ...........0:ccrccrsrsscocssoseerssssesesscesereorss 
10 77 Sunset Strip (Several sponsors, ABC) .......cceccorercescrseocseccsssecersosccossenseses 
PER CENT OF TV HOMES REACHED} 
Homes 
Rank Program (%) i" 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .............cccssssssesenseeeseseeecnenee 35.3 
2 Summer on Ice (U.S. Brewers Foundation, NBC) .................ccccccccseceeeeeceeeneeeeeeeee 31.6 
3 Have Gun, Will Travel (Lever, Whitehall, CBS) 
4 Danny Thomas Show (General Foods, CBS) ............:ccccccceercesessessereneeenerseeeeee 
5 The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) ........................ 27.5 
6 Wagon Train (Ford, National Biscuit Co., NBC) e ie 
7 Wyatt Earp (General Mills, Procter & Gamble, ABC) ............cccccccceeseeseneneees 25.4 
8 Pb Gees Ce, FE) cacescs tes esccestesesiccseccsnensessacnnesecenssgasosons 
9 77 Sunset Strip (Several sponsors, ABC) ; 
10 Father Knows Best (Lever, Scott, ABC) ............... ‘ 


* Homes reached by all or any part of program, except for homes viewing only one to 
five minutes. 

** Homes reached during an average minute of the program. 

¥ Percented ratings based on tv homes within reach of station facilities and by each 


Per cant of fanmes reached 


—10% ~— 4 

Earl Rooney, 62, 

LOOK 12% Weyerhaeuser Sales | | 
Ad Manager, Dies 


LIFE 15% 
READER'S DIGEST 23% 
PARADE 87% 


‘eee? GOUNTY) 


St. Pau., July 7—Earl M. Roo- 
ney, 62, veteran advertising execu- 
tive and advertising manager of | 
Weyerhaeuser Sales Co. since 1936, & 
died June 29 as the result of a/# 
heart condition. He had been ill| % 
for several years. 

Mr. Rooney attended St. Thom- 
as College here and played semi- 
pro baseball and professional foot- 
ball before entering the business 
world. He was a partner in Rooney- 
Soderlund agency, and was a sales 
manager of a Minneapolis printing 
company before joining Weyer- 

: : haeuser in 1936. 
‘ ‘ He helped found the Minnesota 
The things people of Akron read about in the BEACON JOURNAL aNd /|industrial Marketers chapter of 


Assn. of Industrial Advertiser: 
PARADE On Sunday, move off the shelves on Monday and all week long! e 


Connecticut's 
Leading 
Household Market! 


Among all Connecticut cities 
of 25,000-or-over population, New 
London ranks first and second in 
retail sales per household (SM ‘59 
Survey): 


Total Retail Sales. . 1st 
eae 
Apparel.........I1st 
Furn-HH Appl. .... 1st 
Lumb-Bildg-Hdwre . 1st 
Eat & Drink ......2nd 
Gen Mdse......2nd 
Automobiles .....2nd 


U7 0? 0 4! en ™ ach 


~~ 


NIAA), and was a member of the 
Advertising Club of St. Paul. 


MARVELL A. OLSEN 

New York, July 7—Marvell A. 
Olsen, 54, who resigned as vp of 
Breskin Publications in 1958 be- 
cause of ill health, died of cancer 
here yesterday. 

Mr. Olsen, who joined the busi- 
ness magazine publisher in 1935 
as a member of its sales staff, pre- 
|viously had headed his own ad- 
| vertising agency here. Before that 
he was assistant advertising man- 

= of National Lead Co. He was 


‘The Sunday Newspaper Magazine 


And only THE DAY sells New 
London's 66,547 ABC City Zone. 


Che Bay 


NEW LONDON, CONNECTICUT 
National Representatives: 


GILMAN, NICOLL & RUTHMAN 


Parade 


THE SUNDAY NEWSPAPER MAGAZINE 


| ae aoe is hi 
\* nin With THY 2. 


ae Tae 


. Represented nationally by Story, Brooks & Finley, Ine. 
PARADE ... The Sunday Magazine section of more than 60 strong newspapers, reaching 94 million homes every week 


a Breskin salesman at the time of 
his death. } 
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Doyne 


Hume 

OUTSTANDING—George Doyne, 
Doyne Advertising, Nashville, pre- 
sents David Hume, president of 
Hume, Smith, Mickelberry Adver- 
tising, Miami, with National Ad- 
vertising Agency Network’s trophy 
for the most outstanding creative 

work in the network, 


Lane & Co. Elected 
29th NAAN Member 


(Picture on Page 50) 

PEBBLE BEACH, CAL., July 7— 
Richard Lane & Co., a Kansas City 
agency, was elected to membership 
in the National Advertising Agen- 
cy Network at NAAN’s 28th annual 
conference here last week. 

The election brought to 29 the 
number of agencies in the net- 
work’s chain. Prospective members 
30 and 31, meanwhile, were also in 
attendance at the meeting. They 
were Milici Advertising, Honolulu, 
and Publicidad Badillo, San Juan, 
P. R. 

Four other new members elected 
in the past year are Advertising 
Associates, Phoenix; Houck & Co., 
Roanoke, Va.; Daniel F. Sullivan 
Co., Boston, and Sykes Advertising, 
Pittsburgh. 


s “Ten remaining major market 
centers will be studied during 1959 
and 1960 for additional members,” 
according to Oakleigh R. French, 
managing director of NAAN. 

Mr. French said NAAN’s present 
29 members, representing 32 major 
markets in the U. S. and Canada, 
billed $55,980,000 in 1958, an in- 
crease of 10% over their 1957 bill- 
ings. + 


DONALD W. DAVIS | 
LEwIsToN, Pa., July 7—Donald | 
W. Davis, 62, who served as display | 
advertising manager of the Spring- | 
field, Mass., newspapers for ten 
years and, more recently, had been 
head of the advertising department 
in the school of journalism at) 
Pennsylvania State College, died | 
here June 29. 
Mr. Davis had been associated | 
with the Springfield newspapers’ 
advertising department from 1919) 
to 1936—the last decade as ad man- | 
ager—leaving in the latter year to | 
join the faculty at Penn State. He 
was named head of the journalism 
school’s advertising department | 
four years ago. 
A past president of the Adver- 
tising Club of Springfield, a past 
district governor of New England 
district, Advertising Federation of 
America, Mr. Davis also had served | 
as an instructor in advertising at | 
the Springfield division of North- 
eastern University, now known as 
Western New England College. 


GEORGE C. WHEELER 

ScARSDALE, N. Y., July 7—George 
C. Wheeler, 57, vp and eastern 
manager of Office Appliances, died 
June 29 following a sudden heart 
attack at his home. 

Widely known in the office | 
equipment and supply industry, | 
Mr. Wheeler had been a member | 
of the staff of Office Appliances | 
for 42 years. Born in Chicago, he 
began his business career in 1917 
as a part-time employe of Office | 
Appliances while finishing his | 
schooling. 
For several 


years he served a 


as “layout” man in the advertising 
copy department and added to his | 
experience through field work in 
the advertising sales department. 


Hospital from a heart attack. 

Mr. Telander, who was nation- 
ally known as a yachtsman, was 
born in Texas City, Tex., and came 


In 1929 Mr. Wheeler was ap- | here about 43 years ago. He was 


pointed assistant eastern manager. 


| associated with the Scott-Telander 


Eleven years later he succeeded | Advertising Agency before join- 


Charles H. Everly as eastern man- 
ager. 


MORTON SADLER JR. 
CHARLOTTESVILLE, VA., July 7— 
Morton Payne Sadler Jr., 46, an 
advertising executive of the Char- 
lotte Observer and the Charlotte 
News, Charlotte, N. C., died June 
30 at a Virginia Beach hospital. 


NEWELL L. TELANDER 
MILWAUKEE, July 6—Newell L. 

Telander, 67, a vp of Cramer-Kras- 

selt Co., died July 2 at Columbia 


ing Cramer-Krasselt, where he be- 
came a vp and account executive 
in 1948. 


KEITH S. BYERLY 

AVON ParK, FLA., July 7—Keith 
S. Byerly, 43, southeastern regional 
manager in Atlanta of the Katz 
Agency, national station and news- 
paper representative, died here of 
a heart attack June 30. Mr. Byerly 
had been in the hospital since suf- 
fering his first attack a week ago, 
en route to Miami for a vacation. 
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; type requirements. You'll get a full 
& Selection of the most modern 
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SACRAMENTO, CALIFORNIA 


: fond Wenrdin Mevader 


BEELINE: 


RADIO 


for the money 


Long famed as the nation’s leading agri- 
cultural market, the Inland Valley of Cali- 
fornia has recently grown as an industrial 
center. Thousands of new families, earning 
new millions of dollars have added to the 
economic strength of this already-rich 
market. For example, effective buying in- 
come is more than Maine, Vermont and 
New Hampshire*. And, all through this 
area, hundreds of thousands of people are 
buying the products they hear about on 
Beeline radio. Shouldn’t your message be 
there? 

As a group, the Beeline stations give 
you more radio homes than any combina- 
tion of competitors... tf hee 
at by far the lowest a 
cost per thousand. 


(Nielsen & SR&D) ~ 
K BsAChamento 
*Sales Management’s 1959 yy) 4 
Survey of Buying Power KBEEo manttx0 
KMJ © Fersno 


K RW © Bareesreio 


Static firing test of a rocket engine at Aerojet-General plant in Sacramento 


PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
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Telechron Mats 
Offer Store ‘Image’ 
Variety to Retailers 


New York, July 8—A multi-me- 
dia advertising drive for the fall | 
line of General Electric’s Tele- 
chron clocks will include news- 
paper advertising mats for retail- 
ers who want to build or main- 
tain individual] store images. 

The mats are designed to create 
various types of store personalities 
—a bargain center, a store noted 
for quality merchandise and good 
service, or a leader in new product 
lines. 

Retailers will also be offered 
outdoor postings. 

The print campaign will include 
color ads in Better Homes & Gar- 
dens, Holiday, House Beautiful, 


clude Family Weekly, First Three | 
Markets, Parade, Suburbia Today 


jand This Week Magazine. 


| 


the Wilkes-Barre operation will be 


of marketing research, in charge. 


combined with the company’s pres- | He will continue in his research 


ent coverage in Scranton and will 


N. W. Ayer & Son, New York, is| be known as the Black Diamond 


\the Telechron agency. # 


Donnelly Buys Outdoor Unit 


Donnelly Advertising Corp. of 
Pennsylvania, 
quired the metropolitan Wilkes- 
Barre outdoor advertising op- 


Scranton, has ac-| 


| Valley market. Joseph Howell, vp, | 
and Richard J. Cronin, formerly 


with Wyoming Valley Co., will be 
in charge. 


Atlantic Combines Units 


Atlantic Refining Co., Philadel-| 


erations of Wyoming Valley | phia, has combined its advertising 


Advertising Corp. Purchase price |and sales promotion departments 


was not disclosed. Donnelly said|and appointed J. H. Picou, director 


Reader Joins Air France 


| post. Richard Borden, ad manager, 
will manage the advertising divi- 
sion, and E. R. Cox Jr., sales pro- 
motion manager, will head the 
sales promotion division. 


Air France has appointed Nor- 
man Reader public relations man- 
ager, succeeding Victor T. Rae- 
burn, who has resigned. Mr. Read- 
er served as public information 


Advertising Age, July 13, 1959 


director of the French Govern- 
ment Tourist Office from 1946 to 
1958, when he resigned to help 


|form a new pr company, Pozzy- 


Reader. 


Champy Resigns from Agency 

Alfred Champy has resigned as 
art director and principal of Von 
der horst & Champy, Wayne, N.J., 
and the agency name has been 
changed to Von der horst & As- 
sociates. Mr. Champy will an- 
nounce his plans at a later date. 


House & Garden, Life, Living for 
Young Homemakers, The Saturday | 
Evening Post, Sports Illustrated, | 
Sunset Magazine and True. | 

Supplements on the schedule in- | 


696i “ou ‘SwesBo.g @ sszu1O 


RENEWALS POURING 
® Dubareas 
ND ,YEAR! 


| 
Already renewed for next | 
season in market after market, 
JEFF’S COLLIE proves itself. 
the ‘‘sponsor’s best friend!” | 


Washington 


Baltimore 


Minneapolis 


Cincinnati | 


Honolulu 


Lincoln 
South Bend | 
...and many more! | 


Inquire about availabilities 
in your market ! 


_ INDEPENDENT 


TELEVISION 
- CORPORATION 


488 Madison Ave. - N.Y. 22-PLaza 5-2100 


The Marketing Team at Norton Talks to Chilton 


“.. trade paper advertising makes up 


The outgrowth of a tiny pottery shop, Norton Company was incorporated in 1885. Today the company is 
the world’s largest producer of abrasives and grinding wheels. The organization extends to every major city 
throughout the country and many foreign lands. Company headquarters and manufacturing facilities, 


in Worcester, Mass., occupy 120 buildings covering some 152 acres. Here we talked with several members of 


the Norton marketing team, each having important responsibilities in the promotion and sale of products 
produced by the company’s Abrasive Division. These are Donald L. Price, Vice President, responsible for 
all advertising and public relations, Abrasive Division market research and sales coordination; C. Leonard 
Shaw, Publicity Manager; Robert L. Cushman, Sales Manager, Grinding Wheels; and George A. Park, Sales 
Manager, Abrasives. We asked these experienced advertising and sales executives to tell us something about 
the use and value of the trade press, each from his particular point of view. Highlights of the replies make 
interesting and profitable reading . 


Robert L. Cushman e 


Mr. Price says, ‘In the industrial market, the job of selling 
involves not only personal sales activities, but trade paper 
advertising as well. We depend heavily upon our carefully 
coordinated advertising to accomplish a number of objec- 
tives: to break ground for our salesmen; to transmit news 
and information about the products we make to our many 
prospects and customers; to establish corporate identity in 
new fields and among those new to the fields we serve; to 
help our organization maintain its position within our in- 
dustry. The rather obvious value of the trade press is that 
it covers our markets so effectively that its readers—the 
people we must reach—depend on it as a clearing house for 
news and information of importance to them.” 


C. Leonard Shaw ° 


George A. Park 


QWNORTONPY 


ABRASIVES 


° Donald L. Price 
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Bates Names Bressler, Boosts 3 Bernz Sets Contest in which consumers will be asked; Richard La Fond Adds Six |Reeve Electrical Co., manufac- 
Harry B. Bressler, formerly a to give 25 uses for the company’s} Richard La Fond Advertising, turer of-bell alarms. The latter 


vp and copy director of Doherty,| 7 2 | Bernz-O-Matic propane torch, will | New York, has been named to five are all in New York. 
Clifford, Steers & Shenfield, has in Magazine Ads for break via a spread in the Septem- handle advertising for six new 


joined Ted Bates & Co., New| ber issue of Popular Mechanics.|accounts. They are Rahr 

York, as a vp and creative super- Its Prop ane Torch Also scheduled are pages and half- |Co., Sonbioaee. Wis.; ewig on er i — od ~~ 
visor, Bates also has promoted| Rocnester, VN. Y., July 8—An page spreads in Better Homes &|simile Corp. maker of facsimile | Salas . d Willis “— ili have 
John E, Kucera, director of net-|ad and promotion drive boosting | Gardens, Living for Young Home- ‘and communication equipment; ned  h o- ~ an ‘ae 
work relations and assistant vp,|Wwhat is billed as the most exten-| makers, Parade, Popular Science,|Hans Hinrichs, distributor of malt Ww ia a Bris rv men “a 
to vp and John N. Calley, director|sive consumer contest in hard- The Saturday Evening Post, This| and hops; American District Tele- Warrer L png 8 er ml ~ 
of new program development, and | ware history will be launched this; Week Magazine and the New York |graph Co., maker of automatic atren iAecns Hae me e 


William E. Watts, director of com- | fall by Otto Bernz Co., maker of | Times Magazine. electric protection equipment; a Pres ‘ma —, ae an 
mercial film production, to assist- propane gas appliances. | Marschalk & Pratt division of|Automatic Fire Alarm Co., maker and Mr. Salas was previously with 


ant vps. | Announcement of the contest,| McCann-Erickson is the agency. #\of fire alarm equipment, and|Newman Studios. Mr. Vallier was 


formerly with Bundy-Freiday 
Studio, and Mr. Luedke has been 
with Richard Morton Co, 


Hill & Lincoln Opens Offices 
Hill & Lincoln Advertising has 
opened offices at 623 Brickell 
Ave., Miami. Spencer Hill, presi- 
dent of the new agency, formerly 
held executive creative posts with 
Maxon Inc., J. Walter Thompson 


® 99 |Co. and other agencies, Joseph S. 
0 Sd es Ca NS simu aneous |Lincoln, vp, was a media director 
8 ‘of Young & Rubicam for 12 years. 


| 
Mr. Shaw says, ‘‘Not only does the trade paper adver- | 
tising enable us to reach many important people not other- | 
wise contacted, but it makes it possible for us to make up to 
60,000 sales calls simultaneously and at low cost. Further, 
our trade paper advertising program is of great value for the 
assist it gives our own sales force and the backing we can 
give to the sales efforts of our many distributors. We sub- 


ic eo 
scribe to the theory that to be good, advertising must offer 
reader benefit. As a result, our advertisements tell what ULTRAMATIC 
Norton makes, and what our products do for the user."’ 
Mr. Cushman says, ‘‘We derive major benefits from our SHOW- HOW 
trade magazine advertising every time we introduce a new 
or improved product. Our trade advertising, timed with the 


announcement, enables us to completely cover our markets 
in a short space of time. This is becoming increasingly im- 


portant as competition grows. No matter how new the | SALESMEN 


a a a as 


product or how great the improvement, you've got to hit the 
market fast and hard—competition is never far behind. 
Advertising in the trade press is also important to us be- 
cause of the close support it provides for our salesmen, plus 
those in the sales organizations of our many distributors.” 


= 


‘ 


—_— 


EN Gare Sanayi 


Mr. Park says, ‘‘Trade paper advertising fills a very im- 
portant area in industrial selling activities. It serves to keep 
our customers and prospects, and our many distributors, 
informed about the products we make and about the com- 
pany that makes them. And I'd say that trade paper adver- 
tising is becoming increasingly important and valuable for 
another reason overlooked by many. As industry spreads 
out, as new plants are built in industrial centers located far 
out in the suburbs of our cities, coverage by salesmen 
becomes increasingly expensive and time consuming. This 
condition can be offset, at least in part, with the help of a 
sound advertising campaign.” 


Trade and industrial publications serve an area unduplicated by any other selling force. They make it possible 
} for you to talk with customers and prospects on common ground—at a time when they are seeking informa- 


tion and are most receptive to your message. AIREQUIPT ULTRAMATIC 
Chilton is one of the most diversified publishers of trade and industrial magazines in the country—a B dramatizes your sales approach 


company with the experience, resources and research facilities to make each of 17 publications outstanding. your service features with color 
Each covers its field with the dual aim of editorial excellence and quality-controlled circulation. The result iene | Shi : 
is confidence on the part of readers and advertisers alike. And confidence is a measure of selling power. 


.% 
COMPANY 
Chestnut and 56th Streets 
Philadelphia 39, Pennsylvania 
Airequipt Mfg. 


t 

} Co., Inc. 

' Publisher of: Department Store Economist » The Iron Age » Hardware Age » The Spectator + Automotive Industries » Boot and Shoe Recorder + Gas 20 Jones Street, New Rochelle, N. Y. 
| Commercial Car Journal » Butane-Propane News « Electronic Industries » Jewelers’ Circular-Keystone » Optical Journal & Review of Optometry + Motor Age 
} 


Please send descriptive literature on the 


Hardware World « Aircraft and Missiles Manufacturing +» Distribution Age + Product Design & Development + Business, Technical and Educational Books Aireasion ULTRAMATIC SLIDE VIEWER. 


’ City Zone____ State. 
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wake up! 


THE FORT WORTH 
STAR-TELEGRAM 
GIVES YOU 
THE LARGEST 
COMBINED DAILY 
CIRCULATION 
IN THE RICH 
TEXAS MARKET! 


250,323 


DAILY 
(Morning and Evening combined) 


220,105 


SUNDAY* 
a ae m, renwr3wrw es - -_— 


\! 


One ad in the Star-Telegram 
gets your message to 100 
wealthy West Texas Counties 
with 24.7% of total state in- 
come and 24.9% of total state 
sales! 


*ABC Audit Report, 
March 31, 1959 


AMON G. CARTER, Jr., 
President ‘and 
Natione! Advertising 


LARGEST CIRCULATION 


Nielsen Ends TV Measurement Battle 
in England, Merges with Rival TAM 


(Continued from Page 3) 
class will elect two directors. Niel- 
sen will hold the “A” shares 
(and elect two directors); the Att- | 
wood Group will hold the “B” | 
shares (and also elect two direc- 
tors). 

There will be only one “C” class | 
share, which will also elect one! 
director. This will be held by the 
Attwood Group. 

Thus in each of the new com- 
panies, Nielsen will elect two di- 
rectors and the Attwood Group) 
will elect three. 

Bedford Attwood will be chair- 
man of both the new companies. 


s Immediate plans for the Euro- 
pean company are to set up a sub- 
sidiary to deal with television au- 
dience research in Germany. It 
will set up other subsidiaries as 
necessary. 

The two new companies will en- 
joy the advantages of all present 
and future Nielsen patents in ad- 
dition to pursuing their own re- 
search program. 

Mr. Attwood told newsmen: “In 
the opinion of the directors this 
joint ownership of a single service 
clarifies a difficult situation and 
establishes a suitable base on 
which to build with the industry 
for the future.” 

“Jimmy” James, who only re- 
cently returned from the U.S. to 
take charge of the British Nielsen 
operation, said there would be 
many advantages from the unifi- 
cation of the two services. 


® These include the savings of du- 
plicate staff costs and the saving 
of costs to subscribers who have 
found it necessary to take both 
services. 

Both companies used electronic 
recording meters to gather pro- 
gram ratings and Nielsen pointed 
out that “the figures reported were 
substantially identical.” 

Both companies stressed that 
only their tv audience research 
activities were affected by the mer- 
ger. Their other activities, such as 
the Nielsen Retail Index and the 
Attwood Consumer Panel, will con- 
tinue independently. 

The merger, newsmen were 
told, will also allow the integra- 
tion of recent developments by the 
two concerns instead of spending 
time and money on “unproductive 
rivalry.” 


® As long ago as January, 1957, 
there were signs that sheer weight 
of costs might force Nielsen to end 
its television index activities in 
Britain if it could not win the all- 
industry contract awarded by an 


industry-wide steering committee 


(AA, Jan. 14, ’57). 

When the British government 
first considered the idea of an al- 
ternative to the British Broadcast- 
ing Corp.’s tv audience service, 
advertising interests got together 
to discuss the future of audience 
research. 

Fearing a multiplicity of serv- 
ices leading to confusion, they set 


| up a steering committee, represent- 


ing advertisers, agencies and pro- 
gram contractors, to choose a com- 
mon measuring rod and contract 
for it on an industry-wide basis. 

The first contract went to TAM, 
headed by Mr. Attwood, who, with 
the J. Walter Thompson Co., pi- 
oneered in commercial radio au- 
dience research in Britain before 
1939. 

Following this victory by TAM, 
Arthur C. Nielsen charged in a 
letter to ADVERTISING AGE that the 
British had shown favoritism to the 
British research company. 

The American company an- 
nounced at that time that whatever 
happened it intended to maintain 
its service and supply it to such 
subscribers as it could get. 


@ Observers here felt Nielsen may 
have been influenced in this de- 
cision by the fact that the initial 
contract was for only 15 months 
and that it had hopes of winning 
the second round. 

But to the chagrin of Nielsen, 
TAM won the second round and 
walked off with a five-year con- 
tract to supply audience research 
data to the industry-wide group 
(AA, Feb. 1, 57). 

Graham Dowson, then director 
of Nielsen’s television service in 
Britain, described himself as 
“completely bewildered” by the 
decision. He claimed TAM overbid 
Nielsen by 57% for the contract 
and charged this would add extra 
charges exceeding $500,000 to the 
bill. 

The next move was a statement 
from Mr. Dowson containing a 
117-word protest against the steer- 
ing committee’s decision. British 
trade publications considered the 
statement so strongly worded that 
they took legal advice before pub- 
lishing edited versions. 

The statement urged: “Until all 
the facts in this unusual situation 
have been impartially examined, 
we believe that the interests of 
all sides of the industry will be 
served best if the proposed con- 
tract is not ratified.” 


e Then Nielsen distributed a 
booklet to advertisers and agen- 
cies saying it would continue its 
television services in Britain even 
though it faced “very heavy loss- 


McCrea 


Rasmussen 
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| Ya 


Harper 


Hopkins 


McCANN’S WESTERN LINEUP—A cheerful McCann-Erickson quartet— 

including Marion Harper Jr., president and chairman, and Phipps L. 

Rasmussen, vp of the western division—show up at Los Angeles 

luncheon honoring the agency’s two new West Coast office managers, 

Frederick H. McCrea in San Francisco and David J. Hopkins in Los 
Angeles. 


es” in the following five years. | 

The booklet asked whether it} 
was in the company’s interest, or 
the interests of British industry, 
that it should liquidate the Niel-| 


‘Ceramic Age’ Opens in N. Y. 
Ceramic Age, Cleveland, has 
opened a new office at 369 Lex- 
ington Ave., New York. Bernard 
B. Levinson has been named east- 


sen Television Index service in|ern advertising manager of the 


Britain. 

“The obvious answer—‘no’— 
must necessarily be tempered by 
the knowledge, based on bitter 
and costly experience, that in the 
face of competition from a so- 
called ‘industry service,’ the vol-| 
ume of business obtainable by the 
Nielsen Television Index is unlike- | 
ly to prove sufficient to avoid| 
very heavy losses—which will 
probably mount to a large aggre- 
gate sum before expiration of the 
five-year term of the proposed 
committee contract,” it added. 

This week it appeared that the) 
large aggregate that Nielsen fore- | 
saw at that time had come about. | 


BofA Campaign POP Material 
Deadline Extended to July 15 
Purchase order deadline for 
point of purchase materials for the 
“Better Meals Build Better Fami- 
lies” food-selling campaign has 
been extended to July 15 from 
June 30. The campaign, sponsored 
by the Bureau of Advertising, | 
American Newspaper Publishers] 
Assn., in conjunction with the | 
Newspaper Advertising Executives | 
Assn. and the American Assn. of 
Newspaper’ Representatives, is 
slated for Sept. 14-26. It is the 
second in the series of eight pro- 
motions in BofA’s Total Selling 
program (AA, Jan. 29, June 1). 
Merrick Lithograph Co., 2165 
Lakeside Ave., Cleveland, has de- 
signed and produced three basic 
groups of materials for the drive. 
They include a 121-piece super-| 
market kit, a 53-piece food store 
kit and a 26-piece starter kit. 


Squier Joins Budd Co. 

Joe H. Squier has been named 
manager of the advertising and 
public relations department of 
Budd Co., Philadelphia. He for- 
merly was with Sutherland-Ab- 
bott, Boston, for 23 years. 


ee ee 


you can be sure of these 


& 


what are you ; 
looking for °\/.; | 
in lithography? 


FOLLOW THROUGH SERVICE 
e EXPERT COUNSEL 


812 West Van Buren Street « Chicago Iilinois 
PHONE TAylor 9-3380 


eee eee eee eee ee ee eeee 


at 


publication, with headquarters in 
the new office. 


KBOX 


the 


HOTTEST 


thing in the DALLAS 
MARKET= from 9th Place 
to 2nd Place in ONLY 
9 months 


Ist station in Dallas (KLIF) 
2nd KBOX May-June 1959 * 


3rd KBOX May 
4th KBOX April 


5th KBOX February 
6th KBOX January 
7th KBOX December 
8th KBOX October 

9th KBOX August 1958 


*May-June Hooper, 1959 


BUY Radio when you buy medio BUY Balaban 
when you buy radio BUY KBOX when you 
buy Dallas and you BUY the people who BUY 

THE BALABAN STATIONS 

in tempo with the times 

wit KBOX writ 

St. Lovis Dalias Milwaukee 

JOHN F. BOX, Jr., Managing Director 

EDWARD T. HUNT, Genera! Mgr. 

Sold Nationally by 
Robert E. Eastman & Co., Inc. 
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Department Store Sales . . 


Sales Rise 7% in July 4 Week 


WASHINGTON, July 9—Depart- 
ment store sales during the week 
ended July 4 were 7% ahead of 
sales for the similar week of 1958, 
the Federal Reserve Board report- 
ed today. 

Sales for the four weeks to that 
date and for the year to date were 
9% ahead of 1958. 


s Of the 12 FRB districts, three 
reported sales losses: New York, 
1%; Minneapolis, 2%, and Kansas 
City, 2%. The rest reported gains 
as follows: Boston, 3%; Philadel- 
phia, 15%; Cleveland, 11%; Rich- 
mond, 17%; Atlanta, 10%; Chicago, 
3%; St. Louis, 14%; Dallas, 3%, 
and San Francisco, 10%. 

A breakdown of sales for these 
districts during the week will be 
available early next week. Sales 
for the previous two weeks were 
as follows: 


% Change from 58 | 
Week Ending 


Federal Reserve June June 
District, Area, and City 20 
UNITED STATES ...................+ +22 +7 
Boston District .................. +17 0 
Metropolitan Areas 
EE Sitiietiscicitestbaciainnen +19 +3 
Downtown Boston ............ +9 0 
Suburban Boston .. +36 +8 
Cambridge .............. 0 —6 
Quincy .......... +26 —2 
SIE shunitiniivecsvtoenecseveninieveents +13 —10 
City 
RITE scincrsasccosnvendebronenese +15 —14 
New York District ................ +4 +1 
Metropolitan Areas 
EE ee +13 +4 


New York-N.E. 
New Jersey 


Newark .............. 
New York 
Rochester ........ 
Syracuse ................. = 
Philadelphia District ............ + +17 
Metropolitan Areas 
Wilmington +18 
Trenton. ....... —3 
Lancaster ....... + 3 
Philadelphia . +9 
Reading _......... + 2 
IED. caverenancenasccconssosreveses —9 
Wilkes-Barre—Hazelton +22 +4 
Cleveland District ................ +21 +7 
Metropolitan Areas 
Lexington +4 
Akron on... +4 
Canton _....... +2 
Cincinnati + 2 
Cleveland + +9 
Downtown Cleveland ... +15 +1 
Columbus + +3 
Springfield +12 
Youngstown +13 
> ea +12 
Pittsburgh +4 
Downtown Pittsburgh ... +17 +3 
Wheeling-Steubenville ... +12 —12 
Richmond District ................ r+17 + 5 
Metropolitan Areas 
IID: senicsncnnienrestersinerene r+22 +8 
Downtown Washington .r+14 +1 
ID cteitesninimnnns +14 —1 
Downtown Baltimore ... — 3 14 
Qn r+l1l +12 
Atlanta District ..............0.0 +16 r+5 
Metropolitan Areas 
aan +21 — 6 
Mobile ............. + 6 
Jacksonville +3 
BEE ceacinsnsscocpoetents ° 
Downtown Miami .. —3 e 
Atlanta chadlanokenensiltannsad r+19 +2 
I, crcsenincesessctormenencervnne +13 +14 
IED -  sccccccscasininscnsscenneten +9 bd 
New Orleans ........:c:cccccesceee +26 +4 
PID. etistiancosersernscrrcerneees r+ 5 ° 
Chicago District ................ 427 +10 
Metropolitan Areas 
Ce en 423 +6 
Indianapolis +36 +4 
IEE sertttacentnbinenesisavecnesemsenater +33 +17 
Grand Rapids. ................ +34 + 6 
MilWAUKe€?  .0........0ccccccceeseeeenee 423 +11 
St. Louis District .................... r+18 + 8 
Metropolitan Areas 
SEE EE ssansasesvescoresereesense +28 — 5 
RUN WTTEO cccccccrccrccscscccseseresonce +424 +3 
i, TERI sdusceciisssionnstesesconsestonen +9 +8 
I aasanciersociscctreiseserszese +41 +22 
Minneapolis District ............ +25 +5 
Mpls.—St. Paul ............0000-+ bd ° 
Mpls. and Suburbs ........ bd ° 
8 wn r+26 +6 
Cities 
Duluth-Superior ................. +17 0 
Kansas City District ............ +27 +9 
Metropolitan Areas 
Denver +9 
Topeka +17 
Wichita +4 
pS . een 424 +10 
Downtown Kansas City +15 —6 
RIE cccecncsctnesorrcinsncepvene +9 +18 
III ‘Wicesssstuseseerinntarsscreeecessies r+30 —1 
Albuquerque  ........ccccccceeees +24 +12 
Oklahoma City _ .............. +31 +6 
EE Aasinnsiiahtatecdlteastninedsxensaroies +26 + 6 
City | 
BN iiss riicerseapiiphcipsccanes r+15 21) 
Dallas District ............006 +27 3) 


Metropolitan Areas 


+32 +11 
— pe "eee +17 — 6 
San Francisco District ........ +2 r+il 
Metropolitan Areas 
Los Angeles-Long Beach +31 +14 
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Meyer & Behar Adds One 

Criss Cross Vending Corp., 
Amityville, N.Y., has appointed 
Meyer & Behar Advertising, New 
York, to handle advertising for its 
line of vending machines. 


into 100,000 
Lutheran Homes 
for less than 


This Day 


The Christian family magazine read 
with thoroughness* and believability 


*A recent survey revealed 
that 52.2% of the subscribers 
spend 2 to 3 hours reading 
THIS DAY magazine. 


Let us mail THIS DAY 
to your home, Just send 
your name and address, 


This Day 


Concordia Publishing House 


$195,000,000 Construction Record 
set in growing Oklahoma City 


Oklahoma City reached its highest 
economic plane in 1958 with a record 
$195,015,976 being expended or com- 
mitted for industrial expansion and 
community improvement. Forty-six new 
manufacturing industries were estab- 
lished and at least 75 firms expanded. 
This 1958 growth trend is continuing 


in 1959. 


A total of $119,344,151 was spent or 
committed for significant developments 
such as large commercial facilities, edu- 


Sunday family 
coverage 


@ 35% or greater 
et 15% to 35% 


Circulation: Sept. 30,1958 
ABC Audit, a4 3. 


SR 
Market Data 7/1/38. 


AND TIMES 
CIRCULATION 
GROWING, TOO 


Combined daily circu- 
lation is up 14,580 
and Sunday circulation 
is up 4,028 over the 
same period a year 
ago. Here are the 


figures: 
cational institutions, churches, recrea- 
tional centers eal is tn: — — — 
: ‘ hae oi Combined 

It was a big year for home building, Daily 
too—with more than 4,000 dwelling Circula- 
units added, an increase of 85% over tion 255,483) 270,063 
the preceding year. Sunday 

Are your sales sharing in this rapid Circula- 
growth? Plan for sales growth in Okla- tion 238,755 | 242,783 


homa with a strong advertising schedule 


in this market’s “Total Selling” ven 1080 eet 


media March 31, 1958 ond 1959 


—The Daily Oklahoman and Okla- 
homa City Times. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Published by The Oklahoma Publishing Company 
Represented by The Katz Agency 


3558 S. Jefferson Ave., St. Louis 18, Mo. 
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WESTERN UNION J Telegrams-For-Promotion Service delivered my selling 
message dramatically—to each prospect.” 


If you've a big story to tell, tell it big with Telegrams-For-Promotion Service. Western 
Union delivers your message to dealers, buyers, everyone on your list simultaneously. 
Your telegram is read . . . and remembered. Simply supply Western Union with one 
copy of your message and your name list. Leave the work — and the impact — to us. 


WIRE US COLLECT for the full details. Address: Western Union, Special Services 
Division, Dept. A-1, New York, N. Y. 
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dvertising Age 


Weiss: Private Labels 


Production: Plastic Plates 


Teen-Age Attention a Cinch 


Tips from the Peeled Eye 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


. THE NATIONAL NEWSPAPER OF MARKETING 


‘A Heart-to-Heart Talk with Junior’ ... 


Irked by Public Image of Advertising? Watch 
that Expense Account, Jones Admonishes Agency Men 


The false popular notion that most admen are cunning charlatans who live lives of uninhibited luxury 


cannot be changed significantly by “a national advertising campaign or by a belt-line public relations 


job,” agency head Ernest Jones believes. In a speech at the annual meeting of the American Assn. of Ad- 


vertising Agencies at White Sulphur Springs, Mr. Jones stressed that respect of the public (and clients) 


can be wun only by each adman, acting individually. And one good place to start, he suggested, is the 


area of expense accounts. Admonishing agency senior executives that “holding entertainment at the lev- 


el of business productivity and good taste is your job,” he said they must set a good example and see 
that Junior follows. 


By Ernest A. Jones 
President, MacManus, John & Adams, 
Detroit 


We live in an Age of Anxiety... per- 
sonal, national, international and spatial. 
This painful uneasiness of mind—and I 
do not say it is entirely unjustified— 
probably is common to every man above 
the cretin level. We see it expressed in 
many ways ranging from the sales of 
tranquilizers—at one extreme—to resur- 
gence in church membership at the other. 

This fear of the future often translates 
into dissatisfaction and unrest. It can 
affect all human relationships. It is the 
relationship between agency and client, 
and agency and public I should like to 
examine with you today. 


Egg on Our Public Face? 

The subject of advertiser relations— 
focal point of this panel—by its basic 
nature well may be the most important 
study being conducted by our association. 
For if our relations with our clients 
deteriorate—and I do not say they have 
or will—then other problems become 
purely academic. 

I can think of few other commercial 
associations in which the need for confi- 
dence and respect is greater. 

If indeed there is a growing disen- 
chantment toward advertising and its 
people—if, indeed, there is egg on our 
public face—then I think we _ should 
determine where the fault lies and if we, 
ourselves, are contributing to the situa- 
tion by word or deed. For certainly there 
can be no cure without diagnosis. 


= We know that the advertiser-agency 
relationship has never been more fluid... 
that the hair-trigger is standard equip- 
ment...that a bomb ticks away in some 
of the most elegant attache cases. 

The year 1958 saw more agency-client 
divorces than during any year for which 
such records are available. More than 
$185,000,000 worth of accounts changed 
hands during the year. The year before 
a similar estimate placed the account 
switching at $130,000,000. The account 
traffic so far in 1959 indicates anything 
but a leveling off. 

Who or what is responsible for this 
wavering allegiance? 


a Is it merely a sign of the anxiety- 


ridden times? Perhaps in part. But while 
figures cannot, of course, be obtained, it 
is extremely unlikely that the decision- 
makers of business are changing other 
professional arrangements with anything 
near the frequency of agency replace- 
ment. 

Now the surface reasons for the major- 
ity of these changes may be and undoubt- 
edly are logical. Lack of service to meet 
growing market complexities; product 
conflict in these days of mergers on both 
sides of the fence; a withering of the 
creative function; changes in client-man- 
agement structure or simply the natural 
erosion of the years. 


s But I think we should all ask ourselves 
if underlying these reasons there may not 
be a growing sub-strata of incompatibil- 
ity between advertising agency ana client 
... dry tinder awaiting the circumstantial 
spark. And if there is, what is causing it? 
And how do we get rid of it? 

Lack of communication is disastrous to 
all relationships because without it there 
can be no understanding. Certainly it is 
not as easy to communicate as it once 
was. The Old School Tie, the mutual 
social interests, which often made for an 
intramural affinity between agency prin- 
cipals and client no longer have signifi- 
cance in most instances. Today the adver- 
tising relationship has moved from the 
locker-room to the board room. And 
rightly so. 

Advertising today is graded on relative 
results and not resultant relatives. That 
is as it should be if ever we are to attain 
professional status. It is not our intention 
to change that even if we were able. 

But if we are penalizing ourselves, if 
we are prejudicing the acceptance of our 
product by our collective actions, then I 
think correction should be the first order 
of the day. 


Witch Doctor or Charlatan 

In the considered opinion of your com- 
mittee there are three areas which may 
be breeding grounds for client distrust 
and a distorted public picture of the 
advertising practitioner. There are: 


e The notion that agency profits are huge 
and that agency executives lead lives of 
uninhibited luxury. 


e The public image of the advertising 


man as a witch-doctor or cunning charla- 
tan. 


e Our failure to adequately control the 
expense account dream world of our 
subordinates. 


Let’s take these communication prob- 
lems one by one...and admittedly, their 
very existence, while probable, is in the 
field of undocumented opinion. 

Certainly there are some strange and 
wonderful notions prevalent about agency 
profits ...notions which I wish were true. 


Agency Profits Are Lower 
than Those of Industry 

These things we do know about agency 
profits: 


e Agency profits in 1957 averaged 4.1% 
of gross income. 


e All manufacturing companies averaged 
4.8%. 


e The top 500 industries averaged 5.6%, 
but... 


e Agency profits after taxes in 1957 
averaged just over 6/10ths of 1% of 
billing! 


= So you can see that on a money-in- 
your-pocket basis, and that’s the only 
basis on which the Jones’ butcher, baker 
and mortgage company will consent to do 
business, agency top-management would 
be better off catching runaway horses 
on lower Fifth Ave. 

Each year about this time our friends 
in the Internal Revenue Bureau release 
to the newspapers a lengthy list of the top 
income people in the U.S. And each year 
you probably scan it wistfully in hopes 
that by some magic you have made the 
team, 


lf Admen Make So Much, 
Why Aren’t They on ‘List’? 

I have yet to find the name of anyone 
on that golden list who has the remotest 
connection with the creation of advertis- 
ing, the placement of advertising or the 
management of an advertising agency. 
Where, oh where, are the Strouses, the 
Harpers, the Browers, the Burnetts? 
Where, oh, where is Jones? 

It is my privilege to know a great many 
of the top management men in American 
advertising. None—so far as I know— 


inherited wealth or position. All are 
hard-working, up-from-the-ranks men 
who can’t afford to stop running. It is 
probable that their innermost ambition, 
like [that of] most other management 
men, is not the economically impossible 
dream of great wealth, but to serve as 
best they are able, educate their children, 
and—departing—leave enough estate to 
hold their families together. 

To paraphrase an old Wall St. saying: 
“Where are the agency yachts?” 


= It is my opinion that the average big 
agency executive, on the basis of the 
inherent jeopardy of the business, 24- 
hour involvement, physical and nervous 
expenditure and financial return would 
be healthier, happier, and wealthier as a 
branch plant manager for any one of a 
dozen major industrial corporations. 

Below the top executive level—at the 
second and third stages of agency man- 
agement—the squeeze is even tighter. 
There probably is more personal financial 
worry on the 6:02 to Westport than there 
is on the subway to Brooklyn. And many 
an instalment payment book reposes in 
the Chippendale desks. 

Here, truly, is the life of quiet despera- 
tion that Thoreau wrote about, height- 
ened by the fact that the average execu- 
tive must realize that at year’s end his 
financial reserve likely is less than that 
of the family milk man, 


Correlate Ad Salaries 
with Other Occupations 

I am not about to take up a collection 
for the advertising executive. Nor am 1 
saying they are destitute—that their 
wives pound out the laundry on the 
rocks down by the shore. 

But I do think that the relation of ad- 
vertising salaries to the monetary returns 
from other occupations should be corre- 
lated by the association. The results very 
well might be surprising and enlightening 
to those who may believe that agencies 
are full of apprentice Aga Khans who 
twice each month are paid their weight 
in diamonds. 

Certainly substantial fortunes were 
made in advertising but rarely, if at all, 
since the ’20s when a booming economy 
coincided with an embryonic tax struc- 
ture. And even under those conditions 
none that I know of would have been 
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classified by Fortune as “The Rich Rich.” 


s Today most of us in advertising are 
managers or employes, not entrepre- 
neurs. And as such we are protected from 
the worries and responsibilities of ac- 
cumulating wealth by the paternal pro- 
visions of the Internal Revenue Act. 

Sometimes it is hard to realize that 
there are only approximately 25,000 ad- 
vertising agency employes in the United 
States. In fact, a great many of our client- 
companies each have more employes than 
have all American agencies combined. 
We are far outnumbered by a great many 
other professions and businesses. How 
then do we claim so much of the spot- 
light, welcome or unwelcome? 

Well, I think basically this is due to 
the essential nature of our business which 
is creative showmanship. This creative 
showmanship is completely justified 
when applied to the movement of prod- 
ucts. It is harder to justify when adver- 
tising people apply it to themselves. And 
certainly it could be a prime cause of a 
distorted public picture. 


s No other business that I know of, save 
acting, is so minutely chronicled in the 
metropolitan press. In what other busi- 
ness are the job peregrinations of minor 
employes deemed worthy of mention in 
the New York Times or Herald Tribune? 
What other business so intrigues the 
article writer, the novelist, the play- 
wright? 

Some of this literary output, interest- 
ingly enough, is the after-hours product 
of advertising people themselves. I have 
been in the business 20 years and I do not 
know the delightful rogues, the masters 
of mendacity, the boudoir athletes por- 
trayed. I know the type is pure carica- 
ture. You know it is. But the public 
doesn’t. And our public picture suffers. 


s The emergence of the advertising man 
as a public character appears to have 
begun back in the ’30s and the days of 
Big Radio when our business began its 
uneasy alliance with the theatrical world. 
The coming of Zworykin’s magic lantern 
multiplied our professional contacts and 
working arrangements with the flamboy- 
ant world of the theater—a world which 
the public always has eyed with fasci- 
nated suspicion. 

I think all of us should strive for a 
more precise public definition of the 
advertising man. 


Are Talent Peddlers Admen? 

Is a talent peddler an advertising man 
when he books performers for television? 
Is a commercial announcer an advertis- 
ing man? Are models advertising people? 
Is the press agent an advertising man? 

If this public concept exists (and it 
very well may), then I submit that, in all 
logic, ambulance drivers are doctors, 
church organists are ministers and col- 
lege janitors are members of the teaching 
profession, 

Perhaps advertising is being found 
guilty by association. And on that basis 
you could convict the Twelve Apostles. 
After all, Judas was one of them. 


s Our public spending undoubtedly con- 
tributes to public opinion and the man- 
agement of expense accounts, particular- 
ly in the entertainment category, now is 
under study by your association. I would 
like to point out that the advertising 
business did not invent either expense 
accounts or the entertainment of custom- 
ers or prospective customers. Now did we 
invent the 52% corporative profits tax 
which has made expense account spend- 
ing less painful to all business. Nor am I 
convinced that we are the greatest users 
of the expense account by a long shot, 
although we may be among the most 
conspicuous. 

It may be that some of our conduct in 
this area has helped to create an unfor- 
tunate attitude toward the agency busi- 
ness, 


Junior Entertains Junior— 
It's Damaging Impression 

Of course I’m not talking about the 
ordinary travel and entertainment ex- 
penses common to most businesses and 
generally accepted as normal business 
necessity. 

What we are concerned about are some 
apparent excesses in the way of enter- 
tainment which seem almost peculiar to 
the agency business. One flagrant type of 
practice, for instance, is the matter of a 
junior agency executive entertaining a 
junior client executive in a style to which 
both would love to become accustomed. 
We are not as much concerned about the 
waste of money that results from this 
sort of thing, although Heaven knows 
that’s important enough. It is the dam- 
aging impression it makes. It plays 
squarely into the hands of the very 
people who do think agency profits are 
huge and agency people lead lush lives. 


s It is quite evident from the general 
tone of response to the association ques- 
tionnaire on agency control of entertain- 
ment spending that the juniors in our 
shops operate somewhat similarly to the 
juniors in our home: they take their cue 
from the Old Man. 

Control of entertainment appears to be 
almost completely a family matter of 
internal management. If our owners and 
senior executives operate as modern day 
Diamond Jim Bradys, then you can be 
very sure that Junior, too, will do the 
very best he can to make the publicans 
happy. Holding entertainment at the 
level of business productivity and good 
taste is your job—a sensitive job which 
I am sure most agency principals are 
quite capable of handling as simply, per- 
haps, as a_heart-to-heart talk with 
Junior, or even a trip to the traditional 
woodshed. 


s Certainly I cannot recommend the solu- 
tion of one agency principal in answering 
the association questionnaire. He stated: 

“We definitely have a policy of no 
entertainment.” 

Or another who writes: “We just give 
them Hell about every two months.” 

A third, equally succinct, may have the 
answer: “Watch them.” 


= In all aspects of our relations with the 
public and with our clients it must be 
apparent to all of us that we cannot win 
and hold respect by legislation or argu- 
ment. We can no more force others to 
respect us than we can force them to love 
us. 

I am not too much worried about our 
client relations. I do not think there is 
anything basically wrong with them that 
the complete exercise of our primary 
function of creativity will not cure. 


Singing Praises of Advertising 
Won't Win Public Respect 

Respect or lack of respect of advertis- 
ing people is a matter of individual con- 
duct. In the eyes and minds of the busi- 
ness executive his agency, for better or 
worse, is the advertising business. If he 
respects you as a human being his atti- 
tude is so conditioned toward the entire 
advertising business. If he does not re- 
spect you then 10,000 angels singing the 
praises of advertising are not likely to 
sway him. 

Certainly clients should be provided 
with authentic information on the agency 
function, In some agencies there undoubt- 
edly is a woeful lack of communication. 
Your association cannot establish this 
informational bridge for you. It is its 
long-established, well-justified policy not 
to approach advertisers except through 
their agencies. 


= You are the advertising profession so 
far as your clients are concerned. 

Your conduct—your ability to com- 
municate—call the turn so far as their 
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Manufacturers of shoes, dresses, clothing of any kind—including blouses, 
) shorts, and especially bathing suits—have a cinch of it in Seventeen. Interest 
{ is ready-made. What more fascinating subject could you present to a teen-age 
\ female? Dating and love itself must take second place. And most of the adver- 


the most of the opportunity presented them. 


And, we must admit, this isn’t too difficult in Seventeen. For nowhere out- 


side of Europe have we seen such magnificent offset reproduction. Seventeen’s 


color-true pages make letterpress printing in most magazines look artificial 


by comparison—like a postcard—and make most offset printing look like a 


tisers of shoes, dresses, clothing of any kind—including bathing suits—make | 
( 
\ 
i 


We'd hate to compete for a teen-ager’s attention with anything so far re- 


moved from personal adornment as sterling silver or dishes. (Check Starch’s 


ranking of ads in Seventeen and you'll see what we mean.) Yet some adver- 


tisers do it rather well—Gorham, for one, which uses teen-age situations into 


nificent four-color ads showing a teen-age girl in a setting (and a situation) 


i 
\ 
N 
' 
{ 
child’s finger painting. 
| 


( 
( 
( 
, 
\ 
which girl readers can project themselves; but especially Lenox, with its mag- 
\ 


completely irresistible to her. 


We deplore the Lenox copy, however. After so perfect a caption, it reads \ 
like an invitation to some formal affair: “For all the days of your life together 
... grace each moment with the thoughts, the love and the fine things that 


Gorham’s copy we find much more in the groove: “Unlike deer hunting, boy 


\ 
( 
{ make living rich and warm and full.” Teen-agers don’t talk or think that way. 
} 
if 


hunting is permitted 365 days a year. After you locate your prey, directness of 


purpose and the art of persuasion are essential. And then it’s time for silver 


| hunting—with the victim in tow.” 


( we'd first turn it into a lamé dress. # 


attitude toward all agencies and all ad- 
vertising people. 

Significant change in what appears to 
be a totality of individual impressions 
cannot be accomplished by a _ national 
advertising campaign or by a belt-line 
public relations job. With the added 
negative of seeming to protest too much. 


s Nor can miracles be accomplished over- 
night, even the most diligent repair efforts 
of every one of us. Frankly, I do not 
know whether the negative attitude to- 


Employe Communications .. . 


Brave try. As for us, if we had to advertise silver in Seventeen, we think 


ward advertising is widespread or local- 
ized. But its very existence is a personal 
and professional handicap far too humili- 
ating and dangerous to accept passively. 

The attitude was a long time building. 

Like unwanted weight it must be re- 
duced the same way it was acquired: 
ounce by ounce. 

New mental pictures cannot arbitrarily 
be erased. A new picture must be super- 
imposed. 

And the model for that new picture 
is you. + 


Items for the Communicator’s Bookshelf 


By Robert Newcomb and Marg Sammons 


The boys from GE are not only busy 
with their own programs of employe and 
community communication; they also 
somehow find the time to write about the 


subject. 

J. J. Wuerthner Jr. is a consultant in 
the community and business relations sec- 
tion of General Electric at New York 
headquarters, and he has recently finished 
a timely and useful text on the role of 
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Magazine 


Inside 
The New York 


- Times 


WAS PITCHING to my boy... He’s 


17 and he’s grown pretty big. He lined 
a couple of my best curves against the 
left-field fence in Chicago.” “What did 
you do?” someone asked. “What do you 
think I did? I knocked the boy down with 
a fast ball.” Early Wynn on being both 
father and pitcher, The New York Times 
Magazine, May 31. 


“WHEN I'M SITTING in my car in the 


pit in that last few minutes before 11 
o’clock and that Purdue University band 
marches down the straight-away, I turn 
my head and watch it and I hear them 
play that great Hoosier song, ‘Back Home 
Again in Indiana,’ and I know that at the 
completion of the song, a voice is going 
to come over the loudspeakers and say, 
‘Gentlemen, start your engines,’ and a 
minute later I’m going to roll out. I be- 
come all filled up with joy on the inside 
and I cry so much I can’t even put my 
goggles on for fear I'll get water in them. 
I cry because I can be part of this great 
race. Me, Eddie Sachs, just a little guy 
from Allentown, Pa., who’s worked his 
way to the absolute top of his profession, 
and three and a half or four hours from 
now I might even have emerged the victor 
and have reached the very highest point 
in my career. Why ... it’s right within my 
grasp.” Eddie Sachs before the 1959 
Indianapolis 500, The New York Times 
Magazine, May 24. (Mr. Sachs finished 
seventeenth. ) 


“RESPONSE TO OUR ADS i: The 


New York Times Magazine for ‘Wink’ 
far exceeded our fondest hopes. Not only 
was our telephone board over-loaded for 
three days, but mail response was excep- 
tionally heavy.” C. L. Conley, advertising 
director, Collins & Aikman (fabrics), 
New York. 


WHAT’S INSIDE The New York Times 


Magazine for you? Good reading. Won- 
derful results. It’s distributed exclusively 
every Sunday with The New York Times, 
America’s biggest Sunday newspaper 
salesman, into 1,300,000 homes and 
stores the country over, 
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business in politics. It is “The Business 
Man's Guide to Practical Politics’ (Reg- 
nery; $3.75), and for the executive who 
wants to do a little more than play footsie 
with the political puddles, here is the floor 
plan. Mr. Wuerthner first recites the chal- 
lenges to business, then traces the growth 
of political action within the labor move- 
ment. 

He talks authoritatively of campaigning, 
lobbying, corporate public affairs and 
business communication in politics. Work- 
able tips for action at the local level are 
given, and case studies are provided of 
several plans worth executive examina- 
tion. The author spends some time de- 
scribing the “Syracuse Plan,” one of the 
country’s most successful, in which the 
author himself played a major role. What 
he describes, he’s seen. What he urges 
business to do, he’s done. 


s Another GE consultant, C. J. Dover, 
who operates in the communications wing 
of the company’s establishment, has fin- 
ished a large and painstaking operations 
manual known as “Effective Communica- 
tion in Company Publications.” This is a 
loose-leaf job which appears to cover vir- 
tually all the problems to be encountered 
by the editor of an employe publication. 
All in all there are 51 case histories of 
communications techniques used by edi- 
tors throughout the country; some are 
sketchy but most are well documented, 
even to the point of illustration showing 
precisely how the job was done. 
Consultant Dover for some years has 
been a staunch advocate of candor in com- 
munication. He insists that management 
must be forthright and persuasive in order 


The Peeled Eye Department... 


to be effective, and he spurns what he de- 
scribes as industry’s “zone of silence.” 


® The book is essentially for editors of 
company publications of course, and he 
deals with many of the provocative themes 
of the industrial editing profession: How 
to make employes profit-oriented, the 
status of women editors, the “personals” 
columns, and salaries. The Dover manual 
is published by the Bureau of National Af- 
fairs, Washington, and costs $14.75. 

Rudolf Flesch continues. to have a 
warming influence on communications 
people, in the sense that he inspires them, 
via the hotfoot, to better writing. His 
latest, “A New Way to Better English” 
(Harper; $3) proves the claim that it 
begins where the conventional school and 
college composition texts leave off. This 
one is aimed at the pro. What the author 
seeks to do, and succeeds in doing, is to 
suggest some relaxed methods for writing, 
so that the author may be at ease in the 
preparation of reports, articles, speeches 
and even business letters. A special value 
of the Flesch book is the wealth of sam- 
ples (identified as both good and bad) 
with which he punctuates his points. The 
volume contains also some exercises for 
practice and a test at the end, so that the 
reader may see for himself how he is do- 
ing. 


s The purist will find a few jolts to his 
rhetoric in the Flesch book. He has been 
saying “It is I” for years, and now may 
discover that “It’s me” is regarded by 
Prof. Bergen Evans as “material, well- 
bred English” and by Prof. Porter G. Per- 
rin as having “full standing.” + 


Some Hot Tips 


By Dick Neff 


Here's a Very Hot Tip 
on the Stock Market 
“Dear Dick,” writes John Caples, of 
“They laughed when I sat down” fame. 
“Here is a possible item for your Peeled 
Eye Department. I took a look at the stock 
market chart on Page 6 of the May 25 
issue of the New York 
Herald Tribune (see 
attached) and got quite 
a shock. It looked as if 
I had better sell my J 
stocks right away. . 


However, I was greatly x” 


relieved to find that the 
Dick Neff 


chart had been printed 
upside down, and so I 
decided to hold on to 
my stocks a little long- 
er.” 


Wild Promises I Have 
Known Department 

This dramatic ad by the International 
Ladies’ Garment Workers’ Union might 
have been helped by putting the word 
“help” in the slogan, we do believe. 

Dale Walrath called this omission to our 
attention. Like he says, the slogan as it 
stands sounds a bit like “Stamp out all 
communicable diseases—buy Easter 
seals.” 

It’s a shame, because the rest of it car- 
ried great conviction. 


How to Become a Somewhat 
Neutral Spirit 

Having admired those great Seagram's 
New Year’s and Father’s Day moderation 
ads for lo, these many years, we could 
hardly believe it when George Wyland 
called this Seagram's ad to our attention. 
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shortest distance hetwaen two pleasures te the road to T Crows Its the phesore 
you entay bidore you goed again after you get ibere No other whiskey hav ever “ 
seen so papular, with ao many people. in ao many places [t's something lo count on 
thet T Crown te not only wmigne, it's well cag wascerm 


BAY vam’s ano se Sure 


Ce a eS I 


Seems reasonably innocuous at first. But 
let this bit of advice in the copy sink into 
your rum-soaked noggin, if you will, pal 
of mine: “The shortest distance between 
two pleasures is the road to 7 Crown. It’s 
the pleasure you enjoy before you go—and 
again after you get there.” 

Before you go? Sounds to us like the 
Sure Route to the place where they hand 
out those horizontally striped suits—or to 
those chaps who murmur, “Doesn’t he look 
natural?” And the record highway death 
rate over Memorial Day, which followed 
close on the heels of this ad, would seem 
to confirm it. 


Advertising Age, July 13, 1959 


Says George—and we agree—“If it 
weren't so serious, it would be funny.” 

Again, a very small change, such as “It’s 
the pleasure to enjoy while planning your 
trip,” etc., could have avoided spoiling the 
record of a lot of fine work. 


Those Classy Classified Columns 
Treva Davis, a fashion writer, if I can 
decipher my notes, was kind enough to 
send me two slightly bewildering want ads 
from the New York Times. First one was 
by a big, expensive hotel, whose slogan, a 
wiseacre once told us, is “the hotel that 
brought exclusiveness to the masses.” It 
reads as follows: 
HOUSEKEEPER ASST 
5 days hotel experience 
Apply Employment Office 
(Hotel name and address) 
Well, what do you expect for $15 a 
night—veterans? 
The other one, in the very next column, 
read: 

MANIC-shampooer, leadg 5 Av 
salon, $60 + Comm. Beauticians 
Agcy. 1457 B’way 

So that explains those wild Italian 
hairdo’s. 


Motion Picture Advertising, 
We Love You 

Bern Klepper directs our previously 
averted gaze to a movie ad for a double 
feature consisting of Brigitte Bardot in 
“The Girl in the Bikini” and Gina 
Lollobrigida in “Flesh and the Woman.” 
Most of the advertisement consists of col- 
orless phrases like ‘‘a tasty Antipasto” and 
an “International Smorgasbord,” with 
which we needn’t bore you, but there’s one 
little touch that deserves reporting. “Bring 
the girls,” the copy says. “Make ’em take 
notes!” = 


Looking at Radio and Television ... 


TV’s Summer Dilemma 


By the Eye and Ear Man 


The summer doldrums are here. The 
great economy move that causes televi- 
sion programming to become a re-run 
maze is with us. The end result is a 
severe loss of circulation, especially in 
the earlier hours. Is this cause and ef- 
fect? Could better programming maintain 
better circulation? 

There is one indisputable fact of life. 
When the weather is good, many people 
like to go outdoors to picnic, rock, sleep, 
play games, etc. When the weather is 
hot or sticky, it drives the non air-con- 
ditioned dwellers out for a breath of 
elusive air. 

Therefore, until air-conditioning be- 
comes commonplace and affords many 
more homes comfort on a sticky day (rel- 
ative to the effects of snow or cold rain 
in the winter), it will be increasingly im- 
possible to command a large audience 
unless the program assumes the propor- 
tions of a disaster announcement. 


s Another potent tune-in factor, which 
is missing in operation summertime, is 
the strong and compelling hand of the 
child in the family, who often dictates 
the family fare. This, above all, is miss- 
ing when good weather sets in and the 
kids are out of the home regardless of 
the program, until darkness sets in. 

Television, therefore, becomes a hold- 
ing operation in the early evening hours 
—7:30-9 p.m.—during the daylight sav- 
ing months. In the later hours the drop- 
off is less, but vacations and changes in 
the quality of programs also tend to 
depreciate the intensity of viewing. 

Note that a number of shows that are 
in the top ten consistently in the winter 
months give way to later evening shows 


in the summer months, even though the 
winter standard of quality is maintained 
on the earlier shows. 


® It is particularly noteworthy that, 
despite all the pressure on advertisers 
to maintain high quality programs at any 
price, the plain facts of life are that an 
advertiser cannot resolve certain basic 
problems: 


1. It is difficult to produce 52 episodes 
of a good program. Actors, like every- 
body else, need a vacation. So do pro- 
ducers, writers, and directors. If a crew 
does not get a layoff, the show may get 
stale. Shows generally shoot at the rate 
of one a week, but holidays and sickness 
run a 39-week show in to 42 weeks. 

2. Producers rarely break even before 
collecting for summer repeats. The pro- 
ducer today, in order to supply an ad- 
vertiser with a top-flight show, often 
spends more money than he takes in. 
Only the revenue from repeats enables 
him to keep up winter quality. 

3. Advertisers use summer repeat costs 
to balance budgets. The high out-of- 
pocket costs of television are partially 
balanced by lower costs gained by au- 
diting all earned time discounts and re- 
peat program and commercial costs 
against lower summer quarter budgets. 
In cases where a winter brand must sell 
off to a summer brand—say ice cream 
—the pricing makes a sell-off easier. 

4. There is no economy in trying out 
new shows in the summer. The theory of 
using the summer to test new shows is 
okay, but it usually hasn’t worked up to 
now. The new “summer” show costs as 
much to produce as the hot winter show. 
There is no bargain rate, and someone 
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20 pages of opportu- 
nity ... showing how 
advertisers are making 
budget dollars go 

further, dig deeper, 
yield more sales! 


CAPPER-HARMAN-SLOCUM, INC. 
1010 Rockwell Ave., Cleveland 14, Ohio 


¢ Sec OK, LU take a book... 
‘ Michigan Farmer market : sont the book. 


jhe Ono FORM market 


$1,193,900,000 yearly spendable farm income 


$859,600,000 yearly spendable farm income 
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must take a loss if it is sold for less. 

5. There is no assuranc ethat winter- 
priced shows will improve audiences. 

Summertime is a time when habits 
are more important than programs. Over 
the years advertisers have tried to main- 
tain quality shows—Ed Sullivan, for 
example—and have been completely un- 
able to change sets-in-use and have, 
therefore, suffered a summer slump in 
circulation while paying premium prices. 
This only causes the television effort to 
be more costly. 

6. Despite the protests, people don’t 
seem to mind repeats. Always excepting 
vocal minorities, people have grown ac- 
customed to repeats. The arithmetic is 
simple: on a 30 rating show (which is 
high), 70% could not have seen the epi- 
sode the first time. Of the 30% who 
did, 15% would have forgotten the plot 
or liked it so much they wouldn’t mind 


seeing it again. This is a pretty good 
target when the cost of repeating runs 
from $20,000-$30,000 less than the origi- 
nal episode for a saving of up to $450,000 
a summer. Is the sanction of the croaking 
critic worth that much to an advertiser? 
Not on your balanced budget. 


s And so, whether we like it or not, re- 
peats are going to be with us for a long 
time to come. The economies of the tele- 
vision’ medium dictate the continuation. 
There is not enough evidence to make a 
smart advertiser reverse his thinking on 
this subject. 

So resign yourself as tape becomes more 
commonplace to the “best” of this and the 
“best” of that, and by “popular demand,” 
and by “your request,” and have a good 
relaxed summer driving, reading, sitting 
on the porch rocking, or just plain old 
talking. + 


What's Doing on the Legal Front... 


The Textile Fiber Products Identification Act 


By Sidney. A. Diamond 
Member of the New York Bar 


With 1960 advertising campaigns al- 
ready in the planning stage, it is not too 
early to start preparing for compliance 
with the Textile Fiber Products Identi- 
fication Act. This is the newest of the 
special laws that the 
Federal Trade Com- 
mission is charged with 
the duty of enforcing, 
in addition to its gen- 
eral controls over false 
advertising and other 
deceptive marketing 
practices under’ the 
broad terms of the 
Federal Trade Com- 
mission Act itself. 

The Textile Fiber Products Identifica- 
tion Act was signed into law on Sept. 
2, 1958, but it will not go into effect until 
March 3, 1960. The FTC already has is- 
sued official rules and regulations that 
will become effective at the same time 
as the Act. 


Sidney A. Diamond 


s The new Textile Act resembles the 
Wool Products Labeling Act of 1939, 
which was the first of these special 
FTC-enforced laws. It is even more 
closely related to the comparatively re- 
cent Fur Products Labeling Act of 1951. 
In particular, the Wool Act does not 
deal with advertising at all, while both 
the Fur Act and the Textile Act specifi- 
cally prohibit false advertising of prod- 
ucts within their scope. The Textile Act 
will have a greater effect on advertising 
than either the Wool Act or the Fur Act 
for the simple reason that more products 
are manufactured from non-wool textile 
fibers, natural and synthetic, than from 
wool or fur. In addition, the Textile Act 
and the regulations under it are lengthy 
and technical, so that some difficulty in 
adjusting to the new law is anticipated. 


= The reasons the Textile Act was passed 
are stated clearly in the report of the 
Senate committee that held hearings on 
the bill. The report stressed the fact that 
present-day textile processing methods 
can make almost any fabric composed of 
a particular fiber look and feel like a 
fabric made from a different fiber. The 
committee noted that it once was possible 
for a consumer to feel a fabric and iden- 
tify its fiber content in that simple man- 
ner. Today, however, synthetics have be- 
come increasingly important and fibers 
frequently are used in blends or combi- 
nations. Identification therefore has be- 
come essential in order to avoid mislead- 
ing the public and, at the same time, to 
protect reliable manufacturers against 
misleading advertising and labeling by 


less scrupulous competitors. 

More specifically, the Senate commit- 
tee concluded from its investigation of 
the subject that the purchase of a fabric 
by a consumer carries with it certain 
assumptions concerning its characteris- 
tics, including durability, warmth, 
strength and launderability. But current 
conditions in the textile industry are 
such that the consumer may make in- 
correct assumptions and find later that 
his requirements are not satisfied. The 
new law accordingly proceeds on the 
theory that textile fiber content must be 
disclosed clearly by means of labeling 
and in advertising, and also that stand- 
ard terminology must be adopted so that 
there will be no doubt about the meaning 
of the information that is set forth. 


How Act Affects Advertising 

The prohibitions of the Textile Act ap- 
ply to advertising both directly and in- 
directly. It is a violation of the Act to 
advertise a textile fiber product falsely 
or deceptively. It is also a violation of 
the Act to sell or offer for sale a textile 
fiber product that has been advertised 
falsely or deceptively. However, the 
statute applies only to written advertise- 
ments. Although it may take a test case 
in the courts to settle the question, the 
indications are that radio and television 
advertising will be exempt from the Act 
even though read from a written script. 

The penalties for violation are numer- 
ous, varied and, in extreme cases, quite 
severe, To begin with, an infraction of 
the Textile Act can be treated by the 
FTC in precisely the same manner as if 
it were acting under the Federal Trade 
Commission Act, which means essential- 
ly the issuance of a complaint initiating a 
cease-and-desist proceeding. These pro- 
ceedings frequently drag on for long 
periods of time; and enforcement of the 
cease-and-desist order is automatically 
suspended every time an appeal to a 
higher court is filed. 

Under the Textile Act, however, the 
Commission also has specific authority to 
seek a court injunction that would halt 
the violation on an interim basis until 
the ordinary cease-and-desist proceeding 
could be brought to a conclusion. Finally, 
a deliberate violation of the Textile Act 
is a misdemeanor for which the offender 
may be prosecuted by the Department of 
Justice. The penalties upon conviction 
are a fine up to $5,000, a jail sentence 
up to one year, or both. 

On the other hand, advertising agen- 
cies and publishers will have the benefit 
of an unusual provision in the Textile 
Act. No advertising agency, publisher or 
other medium for the dissemination of 
advertising or promotional material will 


be held responsible under the new law 
if, upon request, it furnishes to the Fed- 
eral Trade Commission the name and 
address of the manufacturer, distributor 
or seller of the merchandise responsible 
for the dissemination of the material 
that is considered questionable by the 
Commission. 


Requires Generic Names 

The principal requirement of the Tex- 
tile Act is that the constituent fiber or 
combination of fibers in a textile prod- 
uct must be stated clearly and con- 
spicuously, designating each natural or 
manufactured fiber by its proper generic 
name. These must appear in the order 
of their predominance by weight. If any 
fibers are present in an amount less than 
5% of the total fiber weight of the prod- 
uct, then a special requirement states 
that the name of the fiber must not be 
given; instead, only the words “other 
fiber” or “other fibers” are to be used. 
This will prevent undue emphasis on the 
presence of minute quantities of desira- 
ble fibers. Percentages of fiber content are 
required on labels, but not in advertise- 
ments. Of course, percentages may be 
used in advertising if desired, but then 
they must be stated accurately. The reg- 
ulations permit a tolerance of plus or 
minus 3% in stating percentages where 
the product contains two or more fibers. 


= It is possible to advertise a textile 
product without being subject to the 
requirements of the Act. However, if any 
disclosure or implication of fiber content 
is made in the advertisement, then the 
full details required by the Act must be 
set forth. Under the regulations, the use 
of any term that is descriptive of a meth- 
od of manufacture, construction or weave, 
and which by general custom and usage 
also indicates a textile fiber, is sufficient 
to constitute an implication of fiber con- 
tent and thus will bring the disclosure 
requirements into effect. 

When a fiber is required to be dis- 
closed in advertising, its correct generic 
name must be used. Natural fibers such 
as cotton, silk or linen will be easy to 
deal with under this rule. For manufac- 
tured fibers, though, the commission has 
set up a list of generic names and def- 
initions, and these must be followed. 
For example, “rayon” is defined as a 
manufactured fiber composed of regen- 
erated cellulose; while “acetate” is a 
manufactured fiber in which the fiber- 
forming substance is cellulose acetate. 
Such terms as acrylic, polyester, nylon 
and olefin are defined in terms of their 
chemical characteristics and formulas. 
Familiar proprietary brand names like 
Orlon, Dacron and Arnel are not on the 
list, and using them will not be satis- 
factory; the approved generic name of 
the fiber also will have to appear. If 
no generic name has been established 
by the commission for a particular fiber, 
the manufacturer must file a detailed 
technical application asking for one. The 
commission is obliged within 60 days 
either to assign a numerical or alpha- 
betical symbol to the new fiber for tem- 
porary use pending further consideration 
of the application, or to deny the applica- 
tion (which presumably it would do only 
if it felt that the fiber was described 
adequately by one of the generic names 
previously established for industry use) . 


Specific Regulations 

All parts of the required information 
must be stated “in immediate conjunc- 
tion with each other in legible and con- 
spicuous type or lettering of equal size 
and prominence.” The required informa- 
tion must be in the English language 
(except for advertisements in foreign- 
language newspapers or periodicals). 
This rule does not prevent the use of 
foreign words or phrases, but requires 
that an English translation be used in 
addition. 

Abbreviations, ditto marks and foot- 
notes all are unsatisfactory. In particu- 
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lar, the common practice of putting the 
generic name of a fiber in a footnote 
referred to by an asterisk or other sym- 
bol that appears in the copy next to the 
trademark is not sufficient. The use of 
the footnote may be continued for sup- 
plemental information, if desired, but 
if fiber trademarks are used in adver- 
tising, then a full disclosure of the fiber 
content information required by the Act 
must also appear in the advertisement at 
least once. When a fiber trademark is 
used in advertising a product composed 
of more than one fiber, then the trade- 
mark and the generic name of the fiber 
must appear in the required fiber con- 
tent information “in immediate proximity 
and conjunction with each other in 
plainly legible and conspicuous type or 
lettering” in at least one place in the 
advertisement. 


s If fur fibers are contained in a textile 
product, the proper name of the animal is 
to be used accompanied by the word 
“fiber,” “hair” or “blend.” The name of 
a fur-bearing animal must not be used 
to describe a textile fiber product unless 
it contains the true fur suggested by the 
name, and this rule applies also to coined 
words that suggest the presence of fur. 

The regulations list the following as ex- 
amples of disapproved terms: Beaverton, 
Marmink, Sablelon, Lam, Pershian and 
Minx. In other words, the so-called “fake 
furs” must be advertised and sold clearly 
as textile products. Even terms sugges- 
tive of fur are prohibited, including guard- 
hair, underfur and mutation. But the FTC 
is sufficiently practical to recognize the 
possible nondeceptive use of animal 
names and symbols in referring to textile 
fiber products where the fur of the 
animal mentioned ordinarily is not used 
in making fur products. Specific examples 
of approved types of terminology are 
“kitten soft” and “Bear Brand.” 


= The fiber content of ornamentation, 
decoration, elastic or trimming need not 
be disclosed when these are part of a 
finished article, but a qualifying phrase 
such as “exclusive of ornamentation” 
must be used. Where the product contains 
only a single fiber whose disclosure is 
required, the terms “all” or “100%” are 
proper when followed by the correct ge- 
neric name of the fiber and by any ap- 
propriate qualifying phrase. Examples of 
proper usage given in the regulations are: 
“All Nylon, Exclusive of Elastic’ and 
“100% Acetate, Exclusive of Decoration.” 

The words “virgin” or “new” can be 
used only where the product is composed 
of new or virgin fiber that never was re- 
claimed from any spun, woven, knitted 
or otherwise manufactured product. This 
rule appears to give implied approval to 
the use of “virgin” with the names of 
man-made fibers like nylon. Previously, 
there had been some question of wheth- 
er “virgin” could be used properly in con- 
nection with anything other than the name 
of a natural fiber, such as wool. 


Exemptions and Exclusions 

Not every textile fiber product is sub- 
ject to the requirements of the new law. 
Unfortunately, there is no easy way to 
distinguish between the products that are 
covered and those that are not. The only 
thing to do is check the statute and reg- 
ulations or have legal counsel do so for 
you. One list of exemptions is in the Tex- 
tile Act itself. The Act also gives authority 
to the commission to exclude other prod- 
ucts where it feels that the textile fiber 
content is insignificant or that disclosure 
of the fiber content is not necessary for 
the protection of the ultimate consumer; 
and the commission accordingly has in- 
cluded a list of additional exemptions in 
its rules and regulations. 

One basic exclusion from the coverage 
of the new law is any product that is re- 
quired to be labeled under the provisions 
of the Wool Products Labeling Act. In 
addition, many specific items are exempt, 
such as luggage, handbags, shoes, hats, 
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The man landing the tiger trout above is ten years 
ahead of his time—tiger trout won’t be nibbling gener- 
ally until about 1969. Breeding and getting to know the 
fighting characteristics of this. rare hybridized species— 
one of several being developed for the future—is another 
pioneering activity of Field & Stream’s fishing editor, 
Al McClane. In 1947 he helped introduce spin casting, 
now a universal favorite. He is author of The Practical 
Fly Fisherman (a classic to compare with Izaak Walton’s) 
and The American Angler; he is editor of The Wise 
Fisherman’s Encyclopedia and is a consultant on fishing 
to the Encyclopedia Britannica. 


In recent years, Al has: hiked over the Rocky Moun- 
tains, crossed the Arctic Circle in three countries, trod 
the Orinoco jungle, trekked across the Andes on horse- 
back, poled the Congo. He has fished every notable water 
of North and South America and Europe. 


Al McClane is one of the world authorities who make 
Field & Stream the voice of the outdoors to over a million 
top American sportsmen, their families and friends — 
people who have excellent reasons to believe in the mag- 
azine and to back up its advertising. Advertisers, too, 
believe in Field & Stream. For 48 consecutive years they 
have used more space in it than in any other sportsmen’s 
magazine. 


That’s leadership! 


FieldeStream 


America’s Number One Sportsmen’s Magazine 


A * Holt Magazine 
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toys, diapers, and linings or padding in- 
corporated in a product primarily for 
structural purposes rather than for 
warmth. The regulations include a list of 
certain specific items that are not exempt; 
among these are wearing apparel, bed- 
dings, draperies, tablecloths, floor cover- 
ings, towels, cushions, furniture slip cov- 
er and fibers, yarns and fabrics sold as 
such. Of course, the fact that a product is 
excluded does not mean that inaccurate 
fiber information about it is permissible. 
The fiber content data can be omitted al- 
together, but if any statement is made, 
then it must be in compliance with the 
statute and regulations. 

Special provision has been made for 
textile fiber products acquired prior to 


On the Merchandising Front... 


the effective date of the new law, i.e., 
March 3, 1960. If the product is sold after 
that date without any change in its basic 
form, then the Textile Act will not apply 
to it. But the new requirements will af- 
fect products manufactured after March 
3, 1960, from textile products acquired 
prior to that time. For example, fabric 
purchased before March 3, 1960, and re- 
sold as fabric will be exempt; but if the 
fabric is manufactured into a garment, 
then the garment will be subject to all the 
new requirements. The FTC has an- 
nounced that anyone who expects to claim 
this exemption will have to be in a posi- 
tion to establish his right to it by produc- 
ing his business records if called upon to 
do so, # 


Sticks and Stones Won't Kill Off 
Private Labels 


By E. B. Weiss 


It is hard to believe—changes occur so 
fast—that a mere four or five years back 
the then National Retail Dry Goods Assn. 
was trying to kill off the rapidly-growing 
discount chains with slurring remarks. 
The effort was some- 
what less than suc- 
cessful. Today, some of 
the most prominent 
members of what is 
now the National Re- 
tail Merchants Assn. 
continue to develop 
strategy and tactics to 
meet discount competi- 
tion—a procedure bet- 
ter calculated to pro- 
duce results. 

In another field of marketing that is 
now emerging as a new area of intense 
competition—manufacturers’ brands vs. 
retailer-controlled brands—I note a tend- 
ency to employ sticks and stones in mis- 
guided efforts to kill off the so-called pri- 
vate label. This came to light somewhat 
dramatically during the annual meeting 
this spring of the Brand Names Founda- 
tion. During this meeting, Henry Abt, 
president of Brand Names Foundation, 
made this statement, as reported in Ap- 
VERTISING AGE. 

“Under this system [private brands] 
the consumer would be the ultimate vic- 
tim. No private label has ever pioneered 
a new product or developed a new market. 
Few private labels, charged with the cost 
of research and market development, 
could sell at their present price tickets. 
For the most part, they ride the coat tails, 
travel the well-blazed paths of makers’ 
brands.” 


fy 


E. B. Weiss 


s These statements are sticks and stones. 
And I think they are rather thin sticks 
and rather tiny stones (more like pebbles) 
hardly calculated to lay low this presum- 
ably fierce dragon—the private brand. 

First, “The consumer would be the ul- 
timate victim.” Now “ultimate” could be 
one heck of a long time away. But if we 
were content to settle for a full decade, 
which is a fairly long period of time by 
anyone’s calendar, surely there is reason 
to conclude that, over the coming decade, 
the public will benefit by the private label. 
After all, the private label tends to offer at 
least equal quality or quantity at a lower 
price, and this is a distinct public service. 
The private label also tends to put a 
ceiling on unwarranted margins for at 
least some manufacturers’ brands—and 
this, too, is a public service. I rather doubt 
that the public will especially concern its- 
self over the awesome potential that “ul- 
timately” it may be “victimized” by these 
benefits, particularly since this may not 
be the case at all. 

Second, “No private label has ever pio- 


neered a new product or developed a new 
market,’’ Sears, Roebuck must surely have 
raised its corporate eyebrows when it 
heard or read that remark—because, to 
cite Sears as just one exponent of the 
store-controlled brand (Sears does per- 
haps $2 billion on its own brands), I took 
a trip several years back through the 
Sears laboratories and testing facilities 
and I can testify that Sears has invested 
millions efficiently in the improvement 
of products, in helping suppliers to devel- 
op new products, and certainly Sears has 
done an immense job of developing new 
markets for innumerable items of mer- 
chandise distributed under its private 
labels. Nor is Sears alone in this respect 
among our giant retailers. 

Third, “Few private labels, charged with 
the cost of research and market develop- 
ment, could sell at their present price tick- 
ets.” That, of course, is a bald admission 
that the private label actually does give 
the shopper a better value. It is also a bald 
admission that manufacturers pass along 
to the shopper, in their pricing, their costs 
of research and market development— 
something that not many manufacturers 
would want to admit, assuming it were so, 
which I purely doubt. 

Fourth, “They [private labels] ride the 
coat tails of makers’ brands.”’ Of course, 
it is equally true that manufacturers ape 
each other, Isn’t it completely true that 
there is an amazing similarity in compet- 
ing merchandise? Since when is it a pub- 
lic disservice to bring out an item to 
compete with one introduced to the mar- 
ket by a manufacturer? I rather thought 
that this was the essence of free compe- 
tition. Or does Mr. Abt want the manufac- 
turers’ brands to be made free from com- 
petition? And, of course, it just isn’t true 
that the private label is purely a coattail 
rider—Sears, A & P, Rexall, etc., could 
cite example after example to disprove 
that claim, 


@ Several years back I remarked in one 
of my columns that the Brand Names 
Foundation would do well to reevaluate 
its position in the market place. Today, 
there is even more need for this reorient- 
ation of the policies and program of the 
Brand Names Foundation. 

I wonder whether Mr. Abt knows, for 
example, that some of the members of the 
foundation would look rather sickly 
around their corporate gills if they were 
deprived overnight of their present pri- 
vate brand volume. I assume it is common 
knowledge that, in those classifications 
where the manufacturers’ brands are 
strong and where private brands are 
strong—the bulk of private brands are 
made by the manufacturers of nationally 
established brands. Mr. Abt appears to be 
attacking policies and practices of his own 
membership! 


Then there is the fact that our giant re- 
tailers are also becoming manufacturers, 
or they are buying a controlling interest 
in manufacturing companies. How do 
these retailer-manufacturers fit into the 
program of the Brand Names Foundation? 

Isn’t it high time that the Brand Names 
Foundation took itself off the rather silly 
hook on which it has hung itself by taking 
the Alice-in-Wonderland position that the 
only true brand is the manufacturer’s ad- 
vertised brand? The brands of our giant 
retailers are clearly genuine brands in 
every sense of that term. Moreover, they 
are advertised brands—strongly adver- 
tised brands; how many manufacturers 
spend as much for advertising on their 
brands as does Sears on its brands? 

In 1950 I wrote a series of 11 articles 
for Printers’ Ink in which I predicted that 
the great brand battle of the future would 
be between the manufacturer’s advertised 
brand and the advertised brand of the 
retailer and wholesaler. That battle is now 
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joined! The editor of Super Market Mer- 
chandising recently told an audience in 
the course of a talk that at least one food 
processor is wondering whether his em- 
phasis should shift from his own adver- 
tised brand to store-controlled brands! 


s There was nothing inherently wrong 
with the discount house. There is nothing 
inherently wrong with the store-con- 
trolled brand. And if the store-controlled 
brand is a dragon, I hardly imagine that 
this dragon will be knocked off with sticks 
and stones, Mr. Abt. 

I suspect that Brand Names Foundation, 
as it is set up today, is something of an 
anachronism. Why not bring it into tune 
with present-day marketing facts of life? 
Why not welcome into its membership the 
advertised store-controlled brand? 

And if this can’t be done without deal- 
ing a death blow to the Brand Names 
Foundation, then maybe it’s time for the 
kiss of death. + 


years ago. 


In the series on cooperative advertising by Mr. 
Weiss which was concluded on these pages last 
week, it was said that Vassarette does not give co-op. 
This was the case for a number of years, but is no 
longer true. A new policy of providing cooperative 
advertising allowances was put into effect about two 


Tips for the Production Man... 


Plastic Plates and Problems Encountered 


By Kenneth B. Butler 


The present growth in the use of 
thermosetting plastic printing plates 
(halftones and duplicate plates) is well 
known and generally approved by pro- 
duction men. These plates are now made 
so that any typewash cleaners or inks 
may be used. Plastic plates are less liable 
to damage frem dropping or rough han- 
dling, and being lighter, shipping costs 
are less. 

A savings in cost is claimed. Heat 
mounting is practical for certain types 
of plastic but not for all. Where dimen- 
sions permit, holes may be drilled for 
tacking to metal or wood base. 

As with all good things that are in- 
novations, there are problems that arise. 
Production man and printer have to be- 
come familiar with these problems and 
limitations. With their help, answers to 
some of these problems can be provided 
by the plate and material makers. 


® Plastic plates generally require spe- 
cially hardened saw blades or carbon 
tips for cutting. In most cases this means 
separate machines. The plate makers 
recommend the use of bandsaws for cut- 
ting, rather than circular saws or shears. 
This outlay is not insurmountable for the 
larger printer, but the special investment 
may make it impractical for the small 
printer. It takes a generous amount of 
traffic in the use of this material to 
justify the machine investment. 

Special sawing equipment would not 
be required if all plates were run as re- 
ceived. However, many plates require 
additional work to be done on them in 
the composing room, such as: 

1. Making type alterations on dupli- 
cate plates. 

2. Changing dimension size of plates, 
such as sawing them to smaller size or 
sawing a double-spread plate into two 
halves for imposition purposes. 

3. Mortising for the inclusion of added 
material, such as insertion of advertis- 
ing key numbers. 

4. Repair, in case of damage during 
transit or handling, or if there is an 
accidental smashup on the press during 
run. 

5. Mounting of plates when they are 
received unmounted—or remounting in 
case mounting material is warped or de- 
fective. 

A plate designed to occupy a spread 


needs, in most instances, to be sawed 
into two components. This done, there is 
a need for space for tacking. If an il- 
lustration runs across the fold at the 
point of the cut, it may not be possible to 
provide a tacking edge without narrow- 
ing down the halftone illustration. This 
is a problem that requires that printer 
and advertiser go into a huddle. 

Certain types of plastic cannot be heat- 
mounted, and must be tacked into place, 
with the same problems as just dis- 
cussed. 

Press smashups which cause damage 
to the plastic plate present a grave prob- 
lem, since no repairing is possible as 
with metal plates. Here a duplicate plate 
must be provided, usually at a crucial 
moment with press tied up, and source 
of the master plate often hundreds of 
miles distant. 


s Though the compositor can saw, mor- 
tise, drill or rout, he can not work on the 
back of the plates, or solder or tool, as 
with metal plates. 

There are problems present, such as 
what can be done when a zinc or metal 
electro is to be patched into a plastic 
plate. A good many production men are 
seeking the answer to this marriage of 
two unlike materials. 

Seratches and surface damage cannot 
be repaired. Heat-mounted plastics 
which cause a warped mounting cannot, 
in most cases, be removed from the 
block for repair or remounting. Attempts 
at removal have often resulted in the 
plate cracking, bending, or breaking, thus 
ruining the plate and requiring another. 

Another problem is the varying char- 
acteristics of the different kinds of 
plastic material commercially used. Some 
are identified, but often the lack of uni- 
formity results in a guessing game; so 
that the resulting lost time more than off- 
sets the original saving in the plates. 

* a * 

It must be understood that the prob- 
lems above related do not occur on all 
plates of this material, but they do occur 
often enough to cause serious problems 
which must be understood by all users 
and suppliers and attempts made to find 
the answers. In this way the merits of 
plastic can be fully utilized without 
throwing away the saving on auxiliary 
operations. An initial saving is unsound 
if expense is merely moved along one 
notch further in the production cycle. + 
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| “We consider Ad Age the pulse 
of all advertising”’ 


‘ 5 ay . 

} RICHARD S. HOLTZMAN WILLIAM B. GASSAWAY 

§ Vice-President and Hamilton Beach Advertising and Sales Promotion Manager 

Account Supervisor Hamilton Beach Company, a Division of 
Clinton E. Frank, Inc. Scovill Manufacturing Company 


“Advertising Age provides a steady flow of vital facts, and we consider it the pulse of all 
/ advertising. The electrical housewares business moves at an. exciting pace. Ad Age keeps us 
abreast of competition and informed on new trends. We feel that Ad Age is a must for any 
growth company, as prompt and efficient communication with all facets of the marketing mix 
is so important today.” 


Mr. Holtzman—a vice-president of Clinton E. Frank, Mr. Gassaway joined the Hamilton Beach Company 
Inc., and supervisor of the Hamilton Beach Company as a district sales manager in 1948, after leaving a 
account—joined that Chicago agency in June, 1958. similar position with the Proctor Electric Company. 
His earlier professional “credits” include being na- Seven years later, he switched to sales promotion, 
tional advertising manager of the Hotpoint Com- assuming the post of sales promotion manager. In 
pany, sales manager for the General Electric Supply 1957, he was given the additional responsibility of 
Company and advertising manager of the Eureka- advertising for the Racine, Wisconsin, firm. 
Williams Corporation. 
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TV Sponsors Spending 
More tor Same Shows 
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Focardi Vogel 


WINNING TEAM—A key role in Anheuser-Busch sales 
surge was played by marketing vp William Bien’s 
policy-making marketing committee: Claude C. Fo- 
cardi, assistant to Mr. Bien; Edward H. Vogel Jr., 
sales manager, regional brands; Fred R. Haviland, 


Bien 


Haviland 


Anheuser-Busch Builds 


Marketing, 


(Continued from Page 2) 
Busch is prone to remind itself— 
in the fierce competition among 
brewing leaders. This is how 
things looked for Anheuser-Busch 
before the upturn: 

Bblis. Sold Net Sales Earnings 
1953 6,711,222 $237,003,969 $13,232,549 
1954 5,828,760 215,923,244 12,752,975 
1955 5,616,793 201,718,743 8,026,152 

Here is the upturn: 

Bbis. Sold Net Sales Earnings 
1956 5,864,034 $214,692,297 $ 9,751,671 
1957 6,116,077 227,224,930 9,777,599 
1958 6,962,022 257,112,548 


es What gave =.nheuser-Busch a 
shotin the ar 1 1956? 
It was a ultiple shot, with 


many factors included, but impor- 
tant were: 

1. The company began an in- 
creasingly rapid expansion in the 
distribution of its Busch Bavarian, 
a popular-price beer introduced in 
Kansas in 1955, and today sold in 
parts or all of 15 states, backed 
by a strong advertising and sales 
push. Gardner Advertising Co. 
was named to handle Busch Ba- 
varian advertising. 

2. The management, headed by 
president and board chairman 
August A. Busch Jr., reorganized 
the marketing operation and put 
super-salesman William Bien, a 
former regional sales manager 
who now is vp of marketing, at 
the helm. 

3. On the advertising side the 
company, with the aid of its long- 
time Budweiser agency, D’Arcy 
Advertising Co., launched a new 
campaign stressing photographs of 
“real” people drinking beer and 
geared to the theme, “Where 
there’s life... there’s Bud,” which 
the company has stayed with 
throughout the sales upturn. 


® For Anheuser-Busch the intro- 


Mountain cool sparkle 


R.0.P.—Full-color r.o.p. newspaper 

ads help build “fun-loving, out- 

door” atmosphere for Busch Ba- 
varian. 


10,836,305 


Hikes Sales 


duction and rapid expansion of 
Busch Bavarian was prompted by 
| an important set of figures: Of the 
| 85,000,000 bbls. of beer sold an- 
|nually, 80% is accounted for by 
|popular-price regional beers, and 
‘only 20% represents so-called 
| premium beers sold by national 


| from 26% only a few years earlier. 
|Seemingly acting on the theory 
|that “if you can’t beat ’em, join 
‘em,” Anheuser-Busch began put- 
ting its weight behind popular- 
price Busch Bavarian. 

The expansion of Busch Bavar- 
ian triggered in 1956 has pro- 
gressed at such a pace that in 
1959 Busch Bavarian’s increase in 
number of barrels sold has ex- 
ceeded that of Budweiser, the com- 
pany’s major product, although it, 
too, has showed a substantial gain. 

Mr. Bien told ADVERTISING AGE 
that in record 1958 the barrelage 
gains of Budweiser and Busch 
Bavarian were divided “about 
50-50.” 

In the first five months of 1959, 
Mr. Bien said, the company’s total 
net sales have risen 17.7%. 


s The company’s other two brands 
are Michelob, a premium draft 
beer, and Regal, a popular-price 
beer brewed in a Miami plant 
purchased in March, 1958. 


barrel sales of individual brands, 


that the company sold between 
800,000 and 1,000,000 bbls. of 
Busch Bavarian in 1958. AA esti- 
mates roughly’ the 


versations with trade sources close 
to the picture: 


Bbls. Sold 
1958 1957 
Budweiser ................ 5,900,000 5,525,000 
Busch Bavarian ........ 800,000 400,000 
RIED, sstasnessiseonion 175,000 175,000 
OE. wevtieeviasnseserisens * 125,000 


* This estimate is only for the last three 
quarters of 1958, since Anheuser-Busch did 
not acquire Regal until March of that year. 


s A statement by Mr. Busch in- 
dicates that at least 5,900,000 bbls. 
of Budweiser were sold in 1958. 
Mr. Busch told Anheuser-Busch 
stockholders early this year that 
Budweiser in 1958 outsold “any 
other single beer” by a “good 
margin.” To do that, Budweiser 
would have had to overtake its 
closest competitor, Schlitz (sold by 
Jos Schlitz Brewing Co., Milwau- 
kee), which recorded sales of 
5,893,000 bbls. in 1958. 

Regal beer sales were 234,000 
bbls. in 1957, before the Anheuser- 
Busch purchase of Regal. Sales of 
Regal are increasing in 1959, and 
jin February the Miami Regal 
plant began brewing Busch Bavar- 
ian as well. The plant’s capacity 
is 360,000 bbls. 


# Mr. Busch in his annual report 


Burrows Smith 


director of business planning; Mr. Bien; Thomas C. 
Burrows, general sales manager, brewery division; 
and Walter T. Smith Jr., vp of advertising, merchan- 
dising and sales promotion. This committee at one | made the difference? 
time had 11 members. 


said that Busch Bavarian doubled 
its sales in 1958. 

So far this year, AA learned, 
Busch Bavarian sales volume is 
more than double that of a year 
ago. 

Advertising billings for Busch 
Bavarian were $2,000,000 in 1957 
and are believed to have risen to 
about $4,000,000. 


® Although this kind of sales clip | bonanza __ for Ise 
and this kind of expenditure on|Whose sales of Budweiser soared | petition 


Advertising Age, July 13, 1959 


Busch Bavarian ads show hand- | “grain”) got the nod to head up 
some models bursting with health| the marketing operations. He was 
and good spirits in outdoor settings|named general sales manager, 
of snow-capped mountains or old! brewery division. Mr. Bien, who 
towns, with copy making the point | combines vigor with affability, and 
that the brand is...“fa different;who looks considerably younger 
type of beer...as refreshing as|than the formal photograph of him 
the cool, bright land which in-| used by the company for publicity 
spired it!” Such photography is| purposes, is described variously by 
used on spot tv commercials and|his associates as an extrovert, an 
in r.o.p. color newspaper ads and | optimist and a salesman. 
outdoor posters. 
s He began breathing life and 

s But Busch Bavarian is only a hope into the wholesaler organiza- 
|part, albeit an important part, of| tion. Traveling extensively about 
|the sales upsurge of Anheuser-| the country talking to wholesalers, 
Busch. Budweiser, too, has been|he armed himself with something 
showing solid gains—the same|to talk about. A program he had 
beer that was slipping in sales|used with considerable success as 
|four and five years ago. What/a regional sales manager he put 
|into effect on a national scale. The 

The rejuvenation of the past) program aimed at encouraging and 
three years is an interesting story | helping wholesalers to spend more 
of what it sometimes takes to|time and attention on key poten- 
/make a bigtime marketing opera- | tial accounts (KPA). He had it 
| tion begin to tick. spelled out step by step in port- 
| To set the stage, you have to go| folio form, to present to whole- 
back to 1953, when a three-month | salers. 
|strike closed down Milwaukee| The program was focused in 
|breweries and left the nation|part in finding out how much 
|without any premium beers—ex-| business the competition was get- 
| cept Budweiser (there was noting in certain areas. Attention 
strike in St. Louis). It was aj|was centered on areas where An- 
Anheuser-Busch, | heuser-Busch was weak and com- 
strong. More attention 


. ; ‘total sales and total advertising | pre-1958 industry record). 
|shippers. And that 20% is a drop} 


advertising for Busch Bavarian | (bringing Anheuser-Busch total|than ever was given to sales of 
have helped importantly to swell| sales in 1953 to 6,711,222 bbls., a| beer for off-premises consumption, 
| particularly food stores (Budweis- 

Then supplies of Budweiser ran er sales are now 25% or 30% for 
short. Premium beer drinkers were | off-premises consumption, which 
obliged to turn to regional beers.|is double the percentage ten years 


for the entire company, the big 
brand is still Budweiser, which 


Anheuser-Busch does not reveal 


but ADVERTISING AGE _ estimates. 


following | 
breakdown, based partly on con-| 


was backed by a $12,000,000 ad- 
vertising expenditure in 1958, as 
it accounted for more than 75% of 
company beer sales. 

Interestingly enough, the agen- 
cies for Budweiser and Busch Ba- 
varian—D’Arcy and Gardner, re- 
spectively—are both St. Louis- 
based agencies. 

Last year Busch Bavarian was 
introduced to new markets in 
Texas, Mississippi, Louisiana, Ala- 
bama, Georgia, Tennessee and 
Florida. It is also sold in Kansas, 
Missouri, Illinois, Iowa, Arkansas, 
Maryland, Oklahoma and South 
Carolina. 


= The advertising that has helped 
spread Busch Bavarian over more 
and more parts of the U. S. map 
has stressed realistic photography 
—as does Budweiser advertising. 


s When the strike ended, premi- 
um beers found competition stiffer 
than ever. Making it even stiffer 
was a price rise. During the short- 
age Anheuser-Busch had increased 
prices. When the other national 
brands returned, their prices were 
raised, too. 

The next year Anheuser-Busch 
sales dropped nearly 900,000 bbls. 
Anheuser-Busch wholesalers, who 
had geared up with enough sales- 
men and enough trucks to sell 


ago—and for Busch Bavarian the 
|percentage of off-premises sales 
| is even higher). 

| 

| Another Bien policy was to give 
more responsibility to the regional 
sales managers, rely more heavily 
on their recommendations and 
back up their decisions. Whole- 
salers began developing more re- 
| spect for the field force. 

# Busch Bavarian sales operations 
were separated from Budweiser 


6,711,222 bbls. in 1953, found|as much as possible. Wherever 
themselves selling 5,828,760 bbls. | feasible, wholesalers began using 
in 1954. Wholesaler morale suf-| separate trucks and salesmen for 
fered. Sales slipped 200,000 bbls.|Busch Bavarian. Some wholesal- 
lower in 1955. ers used a separate sales manager 

for each brand. The wholesaler 
s Early in 1956, balding, brown-|force began to find that both 
eyed William Bien (rhymes with} brands sold better with this kind 


ORGANIZATION CHART—ANHEUSER-BUSCH MARKETING 


William Bien 


MARKETING COMMITTEE 


William Bien, vp of marketing, Chairman 


Walter T. Smith Jr., vp of advertising, merchandising and 
sales promotion 


Thomas C. Burrows, general sales manager, brewing division 
Edward H. Vogel Jr., sales manager, regional brands 

Fred Haviland, director of business planning 

Claude Focardi, assistant to the vp of marketing 


sali, 


ba 


Chairman 


manager 


manager 


A 


Thomas C. Burrows manager 


NATIONAL BRAND COMMITTEE 


Thomas C. Burrows, general 
sales manager, 


Raymond E. Krings, advertising 
E. F. Schmidt, merchandising 
Keith D. Fowler, sales promotion 


Walter Lindelien, assistant to 
general sales manager, 
brewery division 


Paul Ozanne, market research 


Claude Focardi, assistant to the 
vp of marketing 


REGIONAL BRAND COMMITTEE 


Edward H. Vogel Jr., sales 
manager, regional brands 
Chairman 


Walter Reisinger, advertising 
manager, regional brands 


Jack Howard, assistant merchan- 
dising manager in charge of 
regional brand merchandising 


William Hyland, assistant to 
sales promotion manager 


T. J. Ryan, assistant to sales 
manager, regional brands 


Paul Ozanne, market research 


Claude Focardi, assistant to the 
vp of marketing 


brewery division 


Edward H. Vogel, Jr. 
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HARD-SELL PAY OFF—Big gamble last summer was $2,000,000 “Pick a | have been followed closely in the | 


Pair” campaign—hard-sell deviation from “Where There’s Life... 
There’s Bud.” Gamble paid off so well (six-pack sales rose 18% 
last June-July and packaged goods were up 5.9% instead of expect- 
ed 3.2%) that drive is being repeated this summer on same budget. 


|when you create it well 


a program of much higher quality 
in ad- 
vance, without rush. In advertis- 
ing, particularly, we are a breed 
of cats who don’t think quickly. 
When you give us more time we 
tend to think more and better. 
“And you can always change a 
long-term plan to meet a changed 
situation.” 
is Certainly in the realm of long- 
term planning are the principles 
| behind the current Budweiser ad- 
| vertising. Those principles, which 


| past three years of rising sales and 
| which aren’t likely to be changed 
lin the foreseeable future, involved 
la consistent effort to build around 
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our advertising—the kind you'd; 800,000 bbls., which would raise 
like to meet—and we try to use|the company total to 7,800,000 
them in recognizable situations.” bbls. and another record, + 
| 
s But if some of the principles | 
now being followed by Anheuser- 
'Busch marketing heads appear to 
| be stable, the operating methods 
are not. As Mr. Bien puts it: 
“Nothing in our marketing opera- 
tion is necessarily permanent. The 
things we are trying to do, and the 
| way we organize ourselves to do 
them, are continually being | 
| changed and, we hope, improved.” 
And, he adds, the sales gains of 
the past three years were not 
lachieved overnight. Anheuser- 
| Busch, he stresses, has been ad-| 
| vertising and selling and building | 


ARE YOU OVER-LOOKING THE 
VAST POTENTIAL OF THE 


6-BILLION-DOLLAR CERAMIC 


Write today for your 
free copy of “Scope & 
Size of Ceramic Production 

in the United States.” You'll 
get an eye-opener on the vast- 
ness of this industry . . . You'll 
see at once how your clients can 
begin cashing in on this tre- 


| Budweiser a brand personality or|a personality for a good many | 
would plan all its advertising and| atmosphere of realism and _ be-/| decades, and these things done in 
lievability. \the past are contributing to pro- | 
“To achieve this,’ Mr. Smith| gress today. | 
observed, “we use photography, as Whatever the changes in the | : 
a rule, rather than artists’ draw-| year ahead, it’s a good bet that} Pipes 
ings. That applies to both televi-| Anheuser-Busch, at its present | Bite CERAMIC SOCIETY BULLETIN 
sion and print media. We try to|clip, will wind up 1959 with an- 4051 North High St., Columbus 14, Ohio 
use real, down-to-earth people in| other solid sales gain—probablly | os é 


mendous potential . . . re- 
gardiess of what they 
sell. Request your 
copy now! 


of separation. 
With separate wholesaler sales- promotion campaigns two years in 

men getting separate commissions, advance. 

the competition between the two} 

’ brands sometimes tended to “get | s “We could be planning our 1961 
rough,” Anheuser-Busch concedes.| program right now, and it would 
But the field force has tried to see| be very much to our advantage,” 
to it that competition didn’t go too! he said. “I think you can develop 

? far—that it stopped short of any- —————— es 


—— 


thing that would subdue the other 
brand. For example, the two 
brands are not allowed to fight 
for the same display spot in the 
retail outlet. 


# A big step in the marketing 
reorganization of Anheuser-Busch 
in 1956 was formation of a market- 
ing committee. The committee, 
fathered by Mr. Bien and headed 
by him, included department 
heads in all areas of sales and 
promotion. 

The committee once had 11 
members, but now has been re- 
duced to six, and two other com- 
mittees have been added below it 
—a national brands committee 
and a regional brands committee. 

The marketing committee is a 
policy-making body, while the 
two brands committees are oper- 
ational in function. Claude Focar- 
di, assistant to the vp of market- 
ing, sits on all three committees, | 
to help keep the operational com- | 
mittees in line with policy, to keep | 
the groups informed of each oth- 
er’s activities and to keep Mr. Bien 
informed. 

In addition to Mr. Bien, the 
marketing committee is composed 
of Walter T. Smith, vp of adver- 
tising, merchandising and sales 
promotion; Thomas C. Burrows, 
general sales manager, brewery | 
division; Edward H. Vogel, sales | 
manager, regional brands; Fred | 
Haviland, director of business | 
planning; and Mr. Focardi. 


s “The chief purpose of the com- 
mittees,’” Mr. Focardi exp)ained, 
“is communication and coo:dina- 
tion in the marketing department. 
The committees will argue over 
and hack out a program. 

“Once they decide on it, that’s 
it, and the members adhere to it. 
But beyond that the committees 
have no authority or responsibil- 
ity. Each individual member is 
responsible for his own job— 
whether that be sales of a particu- 
lar brand, advertising, or some- 
thing else.” 


= The idea of setting up the brand | 
committees was the brain child of 
Walter T. Smith, who was moved | 
18 months ago from vp of pur-| 
chasing to vp of advertising, mer- 
chandising and sales promotion. 
Mr. Smith, who sees nothing ex- 
traordinary in switching an ad- 
ministrator from purchasing to 
promotion, believes the same prin- 
ciples of administration can be 
applied in almost any field. He is 
also a strong proponent of the 
coordination idea in marketing. 
Mr. Smith said that he applies 
to advertising management many 
of the principles he used in the 


purchasing department—and_ in 
MEMBERS OF 


the Army. Among the foremost of 
these principles is long-term plan- 
ning. Currently he is supporting a 
proposal whereby Anheuser-Busch 
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“Our new media man is really walloping 'em since J. B. suggested he say slowly 


‘Solid Cincinnati reads the Cincinnati Enquirer!” 


JUST ONE THING A SPACE BUYER need think about when 


he steps up 


to Greater Cincinnati on the media schedule. 


Very simple. Very basic. ‘Solid Cincinnati reads the 

Cincinnati Enquirer.” It's the newspaper that reaches the 

market-that-matters in this great ye ay eer area. Result: 
i 


you're in solid when you're in the 


ncinnati Enquirer. 


Ask The Enquirer's Research Department for a look at 
the Top Ten Brands Survey, recently completed. 


Represented by Moloney, Regan & Schmitt, Inc. 
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It Takes a Bush Leaguer 
for Ways and Means 

To the Editor: Evidently Max 
Sinowitz, president, Chelsea Ad- 
vertising Inc., New York, believes 
in making mysteries out of mole 
holes (AA, Voice, June 29). 


Perhaps it takes a “bush le | 
ps it takes a “bush leaguer | after all! 


to come up with a quick answer. 
After reading Mr. Sinowitz’ de- 
mise, it took all of six minutes to 
discover the identity of the myste- 
riously shy publishing house. To 
wit “Billboard Publishing Co.” 
You don’t have to be a detective 
to know that in Chicago an inter- 
ested party can call a special num- 
ber at the telephone company and 
be given the name and address of 
a subscriber when all you have is 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


| secretary check the files they sure- 
ly maintain on publishing houses 
Chelsea does business with. I feel 
certain one or all of the above 
services must be available in New | 
York City, as well as St. Louis and | 
Hollywood... 

Dont mean to sound critical, but 


R. E. Anderson, 
Advertising Assistant, Centra- | 
lab, Milwaukee. 

o o * | 

Lennen & Newell 

Is the Chix Agency 
To the Editor: Thank you for 

Mr. Woolf's recent accolade desig- 


nating one of our Chix Diaper-| through the combination grocery | is 


. | 
Separates ads as an example of an 
informative, easy-to-read type of 


|James D. Woolf in your June 22 


issue. I have always had a very 
high respect for Mr. Woolf as a 
creative man; but as a marketing 
man with respect to his reference 
to Galisteo, N. M., I must chide him 
a bit for making a somewhat su- 
perficial marketing report. 


It was my pleasure a year ago | 


to take a shortcut through Galisteo, 
N. M., on my way to Santa Fe. I, 
too, found what appeared to be “an 
isolated mountain hamlet,” peo- 


pled by bilingual Spanish-Ameri- | 


cans. My wife and I were very 
much intrigued by the appearance 
of this town and decided to go 


store and museum referred to by 
Mr. Woolf. We found the museum 


the telephone number. I used that | presentation. quite interesting, and as we were | 


| 


ts Cove tobe g 


beautifully finished residence and 


Z (ERE'S THE FLAVORFUL SALE wan 


mer @ fh Sain — 


method. There is also available a 
book called “Street Address Di- 
rectories for Chicago and Suburbs.” 
This method could have taken as 
long as three minutes. Another 
method Mr. Sinowitz might have 
employed would be to have his 


& WESTERN HORSEMAN 


) JHE WESTERN HORSEMAN 

’ Readers Own 720,776 
Head Horses, 

7,600,000 Head Cattle 


K 


Va. 
Rei he) 


3050 NORTH NEVADA AVENUE 
COLORADO SPRINGS. COLORADO 


The only thing not appreciated 
in this singling out is that Young & 
Rubicam was specified as the re- 


about to drive out of town we spot- 
| ted a sign across from the museum 
'titled “Galisteo Craftsmen.” Being 


sponsible agency, instead of Len- |!" no particular hurry, we drove 
nen & Newell. If it is possible to | through the gate of the old adobe 
indicate the proper source, Mr. | Wall and into a courtyard. There 
Woolf will then have our total ap- |W found Galisteo Craftsmen, run 
| by a man by the name of Major 


preciation. e 
Joseph Costello, | Fenton (not a military title). 

Art Director, Chix Diaper Major Fenton, it turned out, was 

Products, Lennen & Newell an ex-New York magazine illus- 

Inc., New York. trator and agency art director. 

e e ° | Here he not only ran a wood-work- 


|king and metal-working shop, but 


Amplifies Marketing Picture 
of New Mexico Town 

To the Editor: 
custom, I read 


|had a very fine assortment of 
Mexican imports, and what ap- 
As is my usual | peared to be a rather casual-ap- 
the column of | pearing adobe home was actually a 


Wheaton, 


Do you know this man ay 


This is Captain Edgar Doudna of 


lines pilot. Like so many TOGETHER 
readers, Captain Doudna and his family 
live in a small community instead of a 
large city. 
and his wife are active in church and 


Together 


ae 


community affairs . . . While not all of 
TOGETHER's family heads are airline pi- 
lots—two out of three are in professional, 
management, or skilled occupations—a 
selected audience of prime prospects for 
what you sell. 


Iinois—a veteran United Air- 


He owns his own home. And he 


Published by The Methodist Publishing House 
740 RUSH STREET e CHICAGO 11 


| courtyard that would qualify in the 


upper income bracket any place in 
the country. We discovered that 
Mr. Fenton’s wife ran a shop in 
| Santa Fe, that not too far from his 
establishment, and over a very de- 
|crepit appearing bridge, was an art 
gallery. 

Then driving the 17 miles in to 
| Santa Fe, we spotted homes scat- 
| tered throughout this mountainous 
area that obviously belonged to the 
Santa Fe art colony. In other 
words, my impression of Galisteo, 
N. M., was that it was a carefully 
preserved little 
adobe town that was really a kind 
of glorified suburb of Santa Fe, 
|thus the nationally known prod- 
ucts, thus the depth of distribution 
|referred to by Mr. Woolf. 
B. E. Howard, 
| Campbell-Mithun Inc., Minne- 
| apolis. 


| e e « 


| Here’s a Levenson Supporter 

To the Editor: The woeful note 
| (AA, June 29) about the lack of 
| success of the Sam Levenson Show 
|on tv as evidenced by his sponsor- 
| Ship of only “one-quarter hour 
| weekly” reveals one thing to me: 
Some tv-advertising people don’t 
know a good show when they see 
/one, or don’t see one. Levenson’s 
program is something different. It 
is enlightening and it is entertain- 
ing. His guests are far more alive 
than on some so-called popular in- 
terview shows; his youngsters have 
genuine talent, though not in the 
popular vein of many sponsored 
| shows. Levenson’s program, in my 
| humble opinion, is one of the best 
/on the air waves, and I regularly 
| take time out from business to look 
and learn something from a tv 
| presentation. For me, that’s some- 
| thing! 
| Maybe the rating groups haven’t 
| caught up with the Levenson pro- 
|gram thus far. From what I can 
learn in general conversation here- 
prewar his listeners are legion. He 
| certainly deserves sponsor support 
|for the program he offers. It is re- 
freshing, informative, inspiring 
|and entertaining. 

G. Harris Danzberger, 

Advertising, Public Relations, 
Hingham, Mass. 


| 


Here's the Record 
on 5¢ Cigar Smokers 

To the Editor: Greatly enjoyed 
Whit Hobbs’ dramatic approach 
to the problems of the candy people 
(AA, June 22) but sadly wonder 
why many advertising executives, 
'in making comparisons, use the 5¢ 
‘cigar as a whipping boy. 

Whit states, “You can’t make a 
'phone call or buy a good cigar 
| for a nickel.” Just so that we may 
all be informed, some 12,000,000 
'Americans smoked one billion six 
hundred million 5¢ cigars in 1958. 
This is 16% above 1957. This 
represents an awful lot of nickels 
and indicates the public’s recogni- 


New Mexican | 
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SrOr PHUNING sivur WRITING 


UK ...OK 


Its like getting one big bottle FREE’ 


|Straws in the Limelight 

To the Editor: These two ads 
running in the same edition of 
Newsday on June 25 caught my at- 
|tention. It would seem that it is 
hard to keep a good idea down... 
|either in art or in photography. 
Maybe this is the “cumulative” 
technique of advertising. 

Wally Moos, 

President, Wally Moos Adver- 

tising Art & Photographer, 

New York. 


tion of one of the best bargains a 
| nickel can buy. 
Eugene L. Raymond, 


President, Cigar Institute of 
America, New York. 
e + ° 


| 
|Hinges Are Holding 

To the Editor: I don’t know 
| whether this is one of those ads we 
|can do without, but to me—with 
|my limited knowledge of engineer- 
| ing, etc., it looks like an accident on 
its way to happen. 

I can’t see any 125 pounder sit- 
|ting on the door of a refrigerator 


| 
| 
| 


Now 
PRIGIDMIRE 
FREEZING 
WITHOUT 
FROSTING 


vey the DW 
PROST Peet 
Netrigg nator Prewnrs! 


|with the more or less frail hinge 
structure. 

And if it just should collapse 
junder this weight the gal would 
|say, quote, “The door was very 
poorly made since it broke under 
/'my weight.” Unquote. 
| Or, I can see this gal’s little girl 
|or boy running over to his mother, 
| she reaching forward to pick him 
up, thereby increasing the strain; 
| he upper door opening further; the 
|‘ittle kid’s additional weight top- 
/oling the entire refrigerator and 
| boy (or girl); mamma; the upper 
door; opening further and all that 
nice food (and refrigerator) on the 
floor and mamma and the kids 
under it. 

Am I too concerned? Well, 
anyway, up to right now the hinges 
are still holding, it sez here. 

Bob Dulany, 
Elwood City, Pa. 
. © . 


Texas Survey Doesn't 
Mean Prediction of Sales 

To the Editor: Your article on 
buying expectations of automobiles 
and appliances in Texas (AA, June 
15, Page 46) is, we feel certain, 
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very much appreciated by the| 
Texas Daily Newspaper Assn. Such | 


run this pic in conjunction with 
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Up Your City,” was created by 


4 pase —\\— it—just to throw a little more fun | Bill Greer, C-M copywriter, and 
} articles containing specific mar-| Lo ee i WIG \ L Vomed | J and fuel into the never-ending) the story of this campaign and its 
t keting facts are not only of passing | :% | strife. results can be precisely document- 


interest but also are of practical | 


‘ j , And by the way, I’m sending it| ed for you by Gerald Moore, exec- 
use to your readers—and that is x'%e o toy with Don's full knowledge and utive director of the Downtown 
what prompts this letter. ji & oF eae consent. |Council of Minneapolis. 

As the marketing research firm Pp. aeeeey a a A. E. Jones, Robert B. Pile, 
conducting the surveys on which mr ae 4 Creative Department, Ross Campbell-Mithun Inc., Minne- 


the article is based, we are very 
much aware of the possible mis- 


Roy Inc., Detroit. 


apolis. 


interpretation of the measurements i : 
of buying intentions. The article q P 4 ION 
unfortunately describes these . pd re tet xf Bec es - one 


measurements as “predictions” and 
“forecasts.” These measurements 
are not intended as predictions of 
future sales. This is something we 
have worked very hard to have 
clearly understood. Also, other or- 
ganizations making similar studies, 
such as the University of Michigan, 
have gone into detail defining what 
the measurements measure and 


Substitute for Copy 


% 


To the Editor: 


s = 


Minneapolis Campaign 
To the Editor: In your June 22 
issue, you have an editorial en- 


titled “Cleaning Up for Advertis- 


ing.” 

In this editorial you talk about 
the activities of Young & Rubicam 
in New York and the agency’s 
work in helping to keep New York 


of Don Lena, art director of the! clean. 
Enclosed is a/| passenger car merchandising group | 


I think should know that 


IS GOOD! 


Subscribers who first learned about ART 
DIRECTION from these ads in Advertising 
Age tell us it’s true. ART DIRECTION is 
the magazine of creative advertising . . . 
a real art/copy source .. . terrific for 
ADs, AMs, art pros, AEs, SPMs, PR, copy- 
writers. Subscribe for only $4 for 12 
issues, $7 for 24. New rates 9/1/59. 


how they should be used. 
The TDNA measurements of 
buying intentions determine the 


you 


Subscribe ART 
DIRECTION 


caustic commentary on my trade— | at Ross Roy Inc., 
but it’s such a beguiling piece of | 


Detroit. Campbell-Mithun here in Minne- 
We at Ross Roy have enjoyed|apolis has done this same type of 


consumer’s current attitudes to-| Work. | your “copy and art” cartoon series,| job for the Downtown Council of AAS. 19 W. 44th a 

ward the economy in general and|_ !t’s the brainchild and brushchild | and I thought perhaps you’d like to| Minneapolis. The theme, “Spruce ‘ RD Sa See Pen SE. 
their own financial outlook; they enema 

measure the psychology of the f 


market, the current potential of a 
future market. We might define 
“current potential” as the starting 
force which gets the market—sales 
—under way. Thus, the larger the 
current potential—the starting 
force—the more likely sales will be 
large. Each page reporting buying 
intentions in the TDNA reports, 
from which the figures in the arti- 
cle are quoted, states that these 
measurements of buying intentions 
“are not intended as predictions of 
actual numbers of units which will 
be sold; they are designed to help 
the advertiser estimate the current 
market potential. Within a year’s 
time changes can be effected in the 
market potential by many factors, 
certainly by the amount of adver- 
tising effort.” 

We hope you will find a way to 
let your readers know that these 
measurements are not intended as 
predictions of future sales. 


Ralph Bubis, 
Belden Associates, Dallas. 
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ONE-THIRD THE TOTAL AREA 


15 Counties | OF NEW YORK STATE 


ZTE In Transportation-Power 


§ 424,723 Registered passenger cars 
» 47,461 Registered suburbans 
es 
© In Spending-Power 
» $2,584,890,000 
Total Buying Income 


*AK6© In Buying-Power 


» $418,268,000 Spent in 1958 for 
cars, accessories and equipment, 
gasoline and gas station services; 


§ $421,980,000 Spent in Food Stores; 
* $103,830,000 Spent on Clothing; 
» $1,715,762,000 Total Retail Sales. 


e e . 
Hois* on a Preposition 

To the Editor: I have always) 
known that we live from week to 
week in the agency business but 
when one is hoist on his own prep- 
osition by Ted Bates one week 
and on his own preposition by an 
eminent editor the next, life gets 
rugged. 

Editor Johnson is right (Voice, 
June 22). A petard is an explo- 
sive. Shakespeare wrote in “Ham- 
let” (III-IV): 

“For ‘tis the sport to have the 

engine. 

Hoist with his own petar” 

However, in a liberal and infor- 
mal sense, Editor Johnson is also 
wrong. Editor Johnson is referred 
to March’s “Thesaurus Dictionary,” 
Page 894, where he will find, “Be 
hoist on one’s own petard 
blown up by his own mine.” 

Chas. Dallas Reach, 

Chairman, Reach, McClinton 

& Co., New York. 


POPULATION 
1,459,100 
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ee 


oe ag gry Spe - 


- a. e 
Good Suggestion from a *Results of 
Media Data User Selling 

To the Editor: When publishers Research, 
do such a fine job of issuing in- Inc. 
formative printed matter to agen- latest Test 
cies for media [promotion] pur- Market Survey 
poses, why do they neglect one 
small but very important item— 
the date of issue? It is time-con- 
suming to have to read pages of 
finely printed matter to decide if 
the information contained therein 
is related to the current year, or 
to past years. 

Please, Mr. Publisher, the year 
of publication, in an easy-to-read 
spot, is all we media people ask. 

Jean Sanford, 

Media Director, The Fensholt 

Advertising Agency, Chicago. 


There’s one efficient way fo sell ALL this BIG market. The SYRACUSE NEWS- . 
PAPERS deliver 100% saturation coverage of metropolitan Syracuse plus ie 
effective coverage—up to 76%—in the 14 surrounding counties. No 
other combination of media will do a comparable job at a comparable cost. 


the SYRACUSE NEWSPAPERS 


Gates oe Babee 


THE POST-STANDARD 
Morning & Sunday 


a, 


HERALD-JOURNAL & HERALD-AMERICAN 


Represented Nationaiy by Evening Sunday 


MOLONEY, REGAN & SCHMITT 


CIRCULATION: Combined Daily 241,159 Sunday Herald-American 205,658 Sunday Post-Standard 109,060 


: ‘ why f 
ee = 
ne ») \ 

ae, : 

bi Be: be: ae 
— i 
ty ae ee . ee 
eae | ae «Heiney = & £- Fs, 
es os } oo 9 alee as att . } ce re i 
a — E * pee 
ee \ ee ° See 
ae I$ cei 
ety * 
/- 1s 3 
ee. 7 ; 
= fons . 7 : y 
: +. ; 
ia i. 
ares © 
Ti 4 rt 
eet a op 
sat } ° 5 

4q | 7 

| WHEN YOU THINK OF THE SYRACUSE MARKET | 

; ’ 

1. iv = . eae: 

| oe 2 f 

Peg ' erm enema n 

i | om 
Sas | ¥ at i we m 
ine | ~\ | yeh 4 

oe a i ' : 
‘a 7 * < ; . 
: : , = _- . 
i | = i.e 
ae, AN CAS De /\ 
mee ; = 11 ou | 
mire —_ os ernest 
“5 = beaecanees. 
ne | — gs a a 
pnee: ee ae . 
-~ 
oe a i, — - ‘saat ) = A Baa. 
ae os Chases ot re 
crits at ——, 
ron a == — vi, 
3 _— ae 
oot | ! our 
Sad eo 
a ao 
ee eer) 
Be, Po r SS 5 
, oo 
| 7 
. f Boek Die 
a > eee: 
“ = ie * Rese 
ps > foe » Pcs 
: — ame 
q ey = 
po te y oe 
\ a = ae on 
; NV \ Pt oh 
: = BEN a 
heal ' = y Sees 
| a 
Be « 
a wee. 
" ' i 
i a 
' 
. Pa igre: 
a Ric ma 
« i”? VAL yi a 
: i a a a a one 
se CT , 
‘ 4 ou. et sts ite 2 a 
cod “ : 
{ 
=) 
: PPT ie te 
rs ee ee 
a aa 

; a 

: pe ; i. i 

: "Tie 

‘ eo 

a ‘ se 

; ae 

. 5 eae 

iy 5 Sou adn 

— ee 

e ’ West 8 rp: 

a ’ oe as | he 

rn Det, 
DE Se Fete rir entre: ee ee ME Re ees ed 

: ee te ae ey ae a Te irye dein athe See ie ears ae a ee eg r ene c-Rel 5 DE Sige iam Ce ee eae eS 
a as SP pee ee, ee Pee in Pek nr aigmeeL | poeta ae Fi Dae uaa Ie Sein ariel” 6 ete arene 5st Ort ee 


74 


DID YOU 
KNOW? 


8 
fo) 


GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 
PLANOGRAPH! 
WHY TAKE LESS? 
Singleweight Quantity a7 6x10 
Glossy 25 $2.75 $ 4.00 
Prints 50 4.50 HY | 

100 8.00 9. 

250 17.50 22.50 
500 30.00 42.50 
1000 55.00 75.00 
Negative 1.15 1.65 


PHoTo ELM 


59 E. Ilinois $t., Chicago 11, Hil. 
WHiteholl 4-2930 


e In Kitchens 


Armour, Lewis-Howe, Reynolds 
Pace NBC Radio Business 
Highlighting recent sales at 
NBC Radio, New York, Armour 
& Co. (Foote, Cone & Belding) 
bought 20 one-minute spots week- | 
ly in various programs for 13) 
| weeks, marking the first use of | 
network radio for Dash dog food. | 
| Lewis-Howe Co. (McCann-Erick- 
'son) ordered quarter-sponsorship 
of “NBC News-on-the-Hour” for 
four weeks and segments of 
“Monitor” for six weeks. A 52- 
week schedule of 30-second spots 
in “Monitor” was ordered by R. 


J. Reynolds Tobacco (William 
Esty Co.). 
Other buys include: American 


| Telephone & Telegraph Co. (N.W. 
|Ayer & Son), eight weeks of one- 
minute and 30-second spots in va- 
rious shows; Society of the Plas- 
tics Industry (BBDO), 21 
one-minute spots weekly in day- 
time shows for four’ weeks; 
IG. H. P. Cigar Co. (Compton), 
'segments of “Monitor” for eight 
' weeks; and Sterling Drug (Dancer- 
| Fitzgerald-Sample), three - week 
saturation campaign on “Monitor.” 


'Cory Snow Adds Two Accounts 

Cory Snow Inc., Boston, has 
been named to handle advertising 
and sales promotion for William 
G. Bell Co., manufacturer of sea- 
soning and stuffing, and 
Slade Co., manufacturer of spices. 
Both are of Boston. 


This can’t be Firepa 


Newelaylor Finegan 321 Laminated Plastic 
is self-extinguishing in only 3 seconds 


help prevent the electrical faulty tt wt 


FIBRE CO. Nore an, Pa, f 


Tayh 


LAMINATED PLASTICS 


Boost Your Sales Throughout Al/ Kansas 
GET YOUR POINT ACROSS VIA 


e In Living Rooms e@ in Barns 


All Kansas every day, all day—listens to, 


relies on and trusts 


WIBW-—The Voice of Kansas 


Topeka, Kansas 


Number One, 27 County—Pulse. Number One in Kansas—Nielsen. 
5,000 Watts 


580 Ke CBS 


e In Cars and Tractors 


\( 


(Division, Stauffer-Capper Publication 


REPRESENTED BY AVERY-KNODEL, INC. 


s) 


\ 


»))) 


van 


or 


VULCANIZED F/8RE 


J other 


D.&L, tIGHT toucH—Taylor Fibre Co. has shifted to a light 
humorous touch in its business paper ads to gain 
more attention. The new copy makes no attempt to 


\ 
S\N Qh 


4 . ‘ 
Dow't get lost in a maze of wires! 


Cut cost of assembly by as much 
as 65%, with printed circuits on 
TAYLOR copper-clad laminates 


Taylor 


4mealia PiAST 


Lady Godiva Leads 
Taylor to New Place 
in Trade Ad Sun 


NORRISTOWN, Pa., July 7—What 
might be called a Lady Godiva 
school of advertising thought | 
emerges from the success that Tay- 
lor Fibre Co., maker of laminated | 
plastics and vulcanized fiber, has 
had with a series of cartoon print 
ads _ it’s been running since Janu- 
ary. 

According to Gray & Rogers, 
Philadelphia, Taylor’s agency, the 
copywriter who dreamed up the 
series reasoned that the client’s 
need for more attention-getting ads 
could be achieved with a Lady 
Godiva while the horse would car- 
ry the burden of the engineering 
story. 

In application, Lady Godiva be- 
came a series of humorous char- 
acters while limited but specific 
copy carried the sales message. 
These were paired in a series of 


director. 


There is an opening at Medical 
Economics, Inc., publishers of 
MEDICAL ECONOMICS, 
PHYSICIANS’ DESK REFER- 
ENCE (annual) and RISS maga- 
zine for the services of a research 


Applicants who have practical 
experience in the field of editorial 
and advertising research will re- 
ceive careful consideration. 


Although not essential, an M.A. 
or Ph.D. degree in psychology 
will be of added benefit; how- 


ever, a well-rounded statistical 


research background is essential. 


The individual selected will be 
entirely responsible for the ex- 
pansion of our research activities. 
This position requires an imagi- 
native and creative researcher 
whose practical approach will 
help us further improve our serv- 
ices to our readers and advertisers. 


All resumes will be treated in 
confidence provided they are ad- 
dressed and marked “personal’’ 
to William L. Chapman, Jr., 
Medical Economics, Inc., Ora- 


dell, N. J. 


- 3 Li hh "i 7 
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| 44-page 


| trical 


tory, 
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No one wants to hear the gears turning! 


A TAYLOR laminated plastic gear 
is noiseless, acts as a safety valve 


in a gear train —N 


LAM MATE as 


do more than mention the kinds of problems Tay- 
lor’s products will help solve. Readers who want 
details are invited to write the company. 


ads. Both were new to 
Taylor since the company usually 
uses pages and strong product in- 
formation sell. 


|}@ Success of the campaign, accord- 


ing to Gray & Rogers, became evi- 
dent not only in the warm recep- 
tion Taylor’s sales force gave the 


No maintenance probiem here! 


Four foyter leraimated plastic sprmgs heve been flexed more then one 
bition tomes under heavy joods ond corranve candwions withowt telvee 


Ame ke HOCUS 


"Taylor 


STRA!IGHT SELL—Before switching to 
humor, Taylor used straight-face 
ads only, usually pages. The new 
ads are mostly two-thirds pages, 
allowing Taylor to use more pub- 
lications than before. 


ads, but in the unexpectedly large 
number of inquiries for additional 
information the series generated. 

Taylor’s schedule for this cam- 
paign—broadened over last year’s 
lineup because of the reduced 
space—includes Aircraft & Missile 
Manufacturing, Automotive Indus- 
tries, Electrical Design News, Elec- 
Manufacturing, Electronic 
Design, Electronics, Fortune, In- 
sulation, Machine Design, Product 
Engineering and Purchasing. 

Also used were such directories 
as Frazer’s Canadian Trade Direc- 
Materials in Design Engi- 
neering Materials Selector Issue, 
Pocket List of Railroad Officials, 
Sweet’s Product Design File and 
Thomas’ Register of American 
Manufacturers. # 


ASR Appoints Samuel Gabow 

Samuel Gabow, formerly brand 
advertising manager at Interna- 
tional Latex Corp., has been ap- 


/pointed sales promotion manager 
_of ASR Products Corp., New York. 
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Adman ‘Solves’ 
Weather Woes; Urges 
Rephrasing Forecasts 


Detroit, July 7—An idea from 
a small Detroit agency, born of 
thinking about the problem of one 
of its clients, an association of car 
wash operators, is in something of 
a “snowball” act right across the 
nation. 

It amounts to “doing something 


about the weather’—or at least | 
the manner of reporting it—in de- | 
fiance of Mark Twain’s historic 
remark. 

William H. Coy, head of Coy &. 
Associates, had been concerned for 
some time about how weather | 
directly affects the car wash busi- | 
ness. In talking with others, “4 
came to the conclusion that no 
only the weather itself, but 04 
manner in which it was being fore- | 
cast, has telling effects. 


® So he wrote a letter, broadened | 
the field of interest to include | 
such other weather-vulnerable op- 
erations as department stores, | 
drive-in movies, bus lines, restau- 
rants, outdoor entertainment acti- 
vities, and the like, and worked 
out a distribution as a starter with | 
William Cartwright, a friend who 
is employed by Edward Petry & 
Co., radio sales representative. Mr. 
Cartwright sent it to 28 client 
stations across the nation. Mr. 
Coy’s letter, in part, reads: 
“Weather has a tremendous ef- 
fect on many businesses, and the 
unhappy part of it is that fore- 
casts too often are not fully borne 
out. People stay home when show- 
ers and overcast weather are fore- 
cast. This hurts the area economy 
much more than is realized. 
“There is a partial answer. We 
can’t change the weather. But, disc 
jockeys and weathercasters on 
radio and television can aid in a 
big way by using this approach: 


e “Never make editorial com- 
ments such as ‘Don’t bother to go 
downtown today, folks; it’s going | 
to be cloudy,’ or ‘Don’t get your | 
car washed today, it’s going to| 
rain.’ 


the 
Pacific First 
Federal Savings 
FAMILY BUDGET GUIDE 
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the Pacihe First 
Federal Savings 
PLAN A- HOME KIT 
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center! 
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Pacific [Federal Savings 


LITTLE THINGS—With newspaper ads like these Pacific First Federal 
Savings & Loan Assn. is telling of its services to customers. 


thing to hear. What a wonderful 
approach to a day can be generated 
by the positive approach of ‘part- 
ly sunny’!” 


# A flock of approving letters to 
|Mr. Coy’s suggestion came back. 
Quite a few radio and television 
outlets have felt the impact of the 
idea already. 

“Talking about the state of the 
weather is like talking about the 


| condition of a drinking glass,” Mr. 


Coy said. “Generally, you don’t re- 
fer to it as partly empty. You say 
it is partly full. That’s the positive 
attitude, and I think we should 
speak of the weather in the same 
way.” + 


Snider Sets Summer Push 

Hunt Foods & Industries, Ful- 
lerton, Cal., has scheduled color 
pages in 10 magazines to promote 
its Snider’s chile pepper catsup 
during July and August. The me- 
dia list includes American Home, 
Better Homes & Gardens, Good 
Housekeeping, Life, Look, McCall’s, 
Redbook, The Saturday Evening 
Post, and Woman’s Day. The ad 
pictures a bottle of Snider’s catsup 
surrounded by its raw ingredients. 
The headline asks, “Have you 
tried the catsup with the one extra 
spice?” The copy, after explaining 
how the catsup is made, 


|that the one extra spice is “Capsi- 


e “Use the words ‘partly sunny’ 
instead of ‘partly cloudy.’ The | 
negative approach isn’t the greatest | 


/cum, the red and yellow chili pep- 


& Rubicam is the agency. 


states | 


Pacific Ist Federal 
Ads Stress Services 


Tacoma, July 8—A new series 


of six institutional ads, three col- | 
has been launched | 


umns by 12”, 
by Pacific First Federal Savings & 
Loan Assn., keyed to the common 
theme, “It’s the little things that 
count at the family savings center.” 

Each ad calls attention to one of 
the “little things’’ that the institu- 
tion does by way of help or cour- 
tesy to its customers, such as the 
offer of cards that customers may 
use to notify friends of a new ad- 
dress, a slide-rule budget guide, 
book-banks for saving 
change and currency, and a plan- 
a-home kit to help customers who 
are building or remodeling. 

The ads are scheduled in dailies 
in the six cities in which Pacific 
First Federal has offices: Belling- | 


coma, Wash., and Portland and Eu- 


gene, Ore. 
Condon Co. is the agency. + 


Rod Gibson Transferred 


Rod Gibson, national sales man- | 


ager of WSTV, Steubenville, O., 
and the Friendly Group, has been 
transferred from the New York 
office where he has headquartered 
for the past five years, to the 
home office in* Steubenville. Lee 


|Gaynor, who joined the group a 
per with the bright skin.” Young | 


year ago, will manage the New 
York sales office. 


in Shorthand... 


in TV and Radio... 


Plymouth Dealers’ 
Group Fined $5,000 
on Price Fix Charge 


San Francisco, July 7—The 
Plymouth Dealers of Northern 
California, an association of dealers 
in the five Bay Area counties, 
has been fined $5,000 in federal 
court here for “conspiring” to fix 
auto prices in violation of the anti- 
trust laws. 

Prime issue in the case, brought 
by the Department of Justice anti- 
trust division, was whether the as- 
sociation’s issuance of price lists to 
its members during the period 


activity. 


| The association, convicted by a 
|federal court jury last May 16, 


/could have been fined a maximum | @ 


‘of $50,000. 
| In issuing the sentence, however, 


‘federal judge Willis Ritter said he : 


|believed the association “acted in 


since 1955 constituted a price fixing | - 


75 


good faith” and that a legal ques- 
tion still remained in the case. # 


Wyoming Court Rules Out 
Trading Stamp Law 

District Judge Allen Pearson of 
the Laramie county district court, 
Cheyenne, Wyo., has ruled that 
the law passed at the last session 
of the state legislature outlawing 
the use of trading stamps was un- 
constitutional. He also issued an 
injunction staying enforcement of 
the law which was to become ef- 
fective July 1. In an oral opinion, 
Judge Pearson held that the anti- 
trading stamp statute exceeded 
the scope of the police powers of 
the state. 


. MAKE 'EM LAUGH! 

@ Friendly prospects b quicker. Make 
‘ours laugh with the “Let's Have Better 

ottces"’ monthly mailings. Unusual— 

- effective — economical — exclusive. Write 

@ for details on your business letterhead. 

FREDERICK E. GYMER 
© 2121 E. 9th St., Cleveland 15, O. 
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DIVERSIFIED 
SOUTH BEND, 
Ind. MARKET 


ham, Longview, Seattle and Ta- | 


Model CW-215 Self-Propelled Scraper Mfgd. by 
the South Bend Division of Curtiss-Wright Corp. 


IT’S 
BROADCASTI NG The Curtiss-Wright Corporation is a leading industry among the 


| 1,634 employers in South Bend's Metropolitan Area. This wide di- 

it’s Gregg | versity of employment provides South Bend Metro area households 
with Buying Incomes of $7,187! Over 77% of metro area families 
earn over $4,000 yearly ... and they spend their money. In Indiana 


they rank 2nd only to Indianapolis in Food, Drugs, Furniture, Petro- 
leum Products, Building Materials and Total Retail Sales. 


To Cover South Bend 


Over 92% of South Bend's Metro area is covered by the South Bend 
Tribune! Here's real saturation for concentrated testing; for daily 
selling. Sell South Bend with its total selling medium—the South Bend 
Tribune. Free market book on request. 


Earth moving equipment is the major product of Curtiss-Wright's 
South Bend Division. The CW-215, a rugged 15 yard unit, is but one 
of many Curtiss-Wright models serving in heavy construction projects. 


To the uninitiated, a page of Gregg is so 
much Greek. But a secretary trained in the 
symbology of shorthand’s foremost author- 
ity can translate it into a meaningful com- 
munication. To a bus-driver, a page from 
the 1959 BROADCASTING YEARBOOK 
won't be very lucid either. But the men 
and women who make important decisions 
in broadcast advertising look upon this 
comprehensive volume as THE authority 
for a multitude of facts about television 
and radio...dependable facts they can 


translate into more profitable advertising 
plans. Nowhere is so much useful TV-radio 
information assembled within a single set 
of covers, or consulted so often day- 
after-day throughout the year. The 1959 
BROADCASTING YEARBOOK, packed with 
more data about the broadcast media than 
ever before, will be delivered to 16,000 
paid subscribers in August. Your message 
gets a big bonus of attention and long life 
at regular BROADCASTING rates. Today's 
the day to reserve a good spot for it. 


Deadlines? July 1 if proofs are needed; July 15, no proofs. 


Soulh Send 
ae 


BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 
1735 DeSales Street, N. W., Washington 6, D. C. 


The South Bend, Ind. Market 
Seven Counties, over 


Cribune _eeeee 


Franklin 0. Schurz — Editor and Publisher 
Story, Brooks & Finley, inc., National Representative 
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Riddell Goldenson Hinckley 


NEW ENTRANCE—Members of the American Broadcasting-Paramount 
Theatres Inc. board of directors pose in front of ABC-TV’s new en- 
trance to its Hollywood Television Center. They are James G. Riddell, 
vp in charge of the western division; Simon Siegel, financial vp and 
treasurer; Leonard H. Goldenson, president; Robert H. Hinckley, vp 
in charge of ABC’s Washington office, just retired, but remaining as 


Siegel 


Huffines Jr. 


Markley Gersten Marshall Blank Chapman 


board member and member of executive committee; Robert L. Huf- | 


fines Jr., board chairman, Worth Fund; Sidney M. Markley, vp; E. 
Chester Gersten, director, Bankers Trust Co., New York; Walter P. 
Marshall, president, Western Union Telegraph Co.; A. H. Blank, di- 
rector, Tri-States Theatre Corp.; and Alger Chapman, board chair- 
man, Beech-Nut Life Savers. 


‘Queen for a Day’ Names 
Laird Holloway 

| Laird Holloway, Pacific Coast 
|manager of Harper’s Bazaar since 
| 1956, has resigned to become as- 
|sociate producer in charge of pro- 
|motion on “Queen for a Day.” Mr. 
|Holloway takes over responsibili- 


iti 


Lowest Cost Duplicating Service MAGI-COPY 
Office Copy Machine Owners! Photostat 


copies? Low 
a A buy—we do it all. Just send 
us what you want copied, we do the rest 
Mail orders welcome. Write or call for 
FREE price list and information 

ALFRED MOSSNER COMPANY 

108 W. Loke $1. Chic 1, tines 
Phone: FRanklin 2-' 


es formerly handled by Charles| as Pacific Coast manager. 


|M. Forman, merchandise director, Woman Favored for 


) and Christine Edwards, fashion 


director. Both have resigned, Mr. New California Post 


Forman to go into business and 


Miss Edwards to join her husband of Consumer Counsel 


|in San Francisco. F. Philip Slater, 
|travel manager for Harper’s Ba- 


zaar, has succeeded Mr. Holloway |Edmund G. (Pat) 


signed a bill creating a new $15,- 
000-a-year consumer counsel posi- 


... It's a fact. The Lansing metro area is now 
ranked 69th nationally. 


SRDS — MAY, 1959 Population 


WHAT'S THAT MEAN IN MONEY? 


Take FOOD SALES for example. 
Last year $90,681,000 was spent in the market 
on this item alone! 


Yes, the Lansing market is BIG and to serve it best, buy . . 


Lansing 's Stable AND GROWING Economy 1s Bosed on Industry, Education and Government 


| tion on his staff. 

| Gov. Brown has indicated he 
will appoint a woman to fill the 
post, created by the state legisla- 
|}ture over Republican opposition 
led by Assemblyman John Buster- 
ud, who contended “the bill does 
nothing at all for the consumer 
except foist new expenses on him 
| as a taxpayer.” 

Mr. Busterud, however, was in 
the minority when the state as- 
sembly approved the measure by 
/a vote of 47 to 25, creating a con- 
| sumer counsel similar to one which 
New York recently instituted. 


® The consumer counsel here will 
have power to recommend legisla- 
tive measures “to protect and pro- 
| mote the interests of the ordinary 
| Shopper” and, with the help of a 
‘staff to be named by the governor, 
to start investigations and to make 
studies. 

| Gov. Brown’s announced inten- 
| tion of appointing “a woman, and 
| preferably an economist or an 
attorney” to the new post, touched 
off a flurry of activity in behalf of 
prominent women Democrats in 
California, + 


Sponsored Clocks 
Installed on Buses 
in Pittsburgh Area 


PITTSBURGH, July 7—Self-con- 
tained electrical clocks, carrying 


|faces, have been installed in 100 
| buses carrying suburbanites to and 
| from downtown Pittsburgh. 

The advertiser is the Second 
|Federal Savings & Loan Assn. of 
| Pittsburgh, which is paying $8.50 
|per clock per month. The agency 
is the J. Edward Connelly Agency. 
The company leasing the clocks to 
the advertiser, through the agen- 
cy, is Carcards Inc., Pittsburgh, 
which obtains the clocks from the 
manufacturer, Transit Time, New 
Rochelle, N.Y. 

A spokesman for Carcards said 
that at least 300 more clocks prob- 
ably will be installed in other 
buses and trolleys in the Pitts- 
burgh district in the near future. 


Louis several months ago. In that 
case, the advertiser was old Judge 
Coffee, which leased clocks in- 
stalled in 400 buses. 

The clock adjoins a carcard for 
the same advertiser. # 
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STUDIOS IN = The use of self-contained clocks 
SING as an advertising medium in trans- | 
LAN lace it vehicles had its first trial in St. 


SACRAMENTO, CAL., July 7—Gov. 
Brown has| 
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Largest Circulation Newpaper in the Northwest 


NO 
Go 


When you’re right with the 
retailer, you're right! And 


| Portland retailers, who watch 


an advertising message on their | 


the women go buy day after 
day, place the bulk of their 
advertising in The Oregonian. 
They know The Oregonian 

is the active newspaper 

with the reactive audience, 
the only advertising medium 
that’s big as all Oregon. 


+z How big is the Oregon retail 
market? Almost $212 billion 
annually. That's bigger 
than Milwaukee and 
Dallas combined ! 


The 
Oregonian 


PORTLAND, OREGON 


242,035 Daily * 306,014 Sunday 
Leads in Retail Advertising 
— By Far! 
Sources: $.M.; 5/10/59; ABC Pub, Stmt., 
6 mos. ending 3/31/59 


Represented Nationally by 
Moloney, Regan & Schmitt, Inc, 
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Private Brands’ Gains 
Are Slowing, AA Finds 


(Continued from Page 1) 
tionally advertised brand. 
3. They help stores of the Stop 
& Shop type meet national chain 
competition. 


4. They develop customer loyal- 
ty to a store. 

How many brands are there in 
the food business? 

The growth has been phenom- 
enal. In 1951, the national con- 
sumer panel of Market Research 
Corp. recorded 174 brands of mar- 
garine. A year later there were 
216 and by 1953 there were 254. 
In 1954 the total was 293 and a year 
later it was up to 326. Last year 
the number had reached an aston- 
ishing 556. 


= Here are some of the other 
brands which MRC’s consumer 
panel reported purchasing last 
year: 

551 different brands of coffee. 
670 brands of canned vegetables. 
348 brands of canned fruit. 

417 brands of canned juice. 

189 brands of frozen juice. 

177 brands of salad dressing. 

109 brands of baking mix. 

412 brands of canned meat. 

249 brands of powdered soap. 
82 brands of liquid soap. 

51 brands of toilet soap. 


225 different brands of spa- 
ghetti, macaroni and noodles. 


= The top ten product categories 
in which private labels have in- 
vaded the food stores, according to 
a Super Market Merchandising 
study, are headed by coffee, found 
under the private label in 87% of 
the stores studied. 

Then, in descending order, come 
salad dressing, margarine, canned 
milk, canned vegetables and veg- 
etable juices, ice cream, canned 
fruits and fruit juices, baked goods, 
peanut butter and finally, private 
label jams and jellies which were 
found in 46% of the stores studied 
by the magazine. 


a While the market share of pri- 
vate label brands has expanded 
slightly in the past five years, 
paradoxically consumer willing- 
ness to pay more for advertised 
brands has increased sharply dur- 
ing the same period, according to 
J. O. Peckham, exec vp of A. C. 
Nielsen Co. 

In a study of sales of 39 food 
store commodities, he reported to 
the Assn. of National Advertisers 
last fall, advertised brands ac- 
counted for 75.2% of sales in 1953, 
while in 1958—with the whole 
market expanded by 40.7%—the 
advertised brands’ percentage 
dropped to 74.4%. 

In other commodity areas the 
advertised brands’ percentage of 
market and percentage trends are 
as follows, according to the Niel- 
sen report: 


e Food products and household 
needs—advertised brands holding 
74% to 75% with relative impor- 
tance decreasing slightly. 


e Proprietary drugs, health and 
beauty aids—advertised brands ac- 
count for 70% and tending to in- 
crease this percentage. 


e Tires—advertised brands hold 
75% to 80% but tending to de- 
crease in importance. 


e Storage batteries—advertised 
brands account for 50% to 60% 
with relative importance decreas- 
ing. 

“Advertised brands, which gen- 
erally seem to account for 70% 
to 90% of the market, are rela- 


tively few in number as compared 
with the thousands of unadver- 
tised brands which, while collec- 
tively available everywhere, make 
up but 10% to 30% of sales,” Mr. 
Peckham noted. 


s But while the unadvertised 
brands are gradually increasing 
their market shares, consumers— 
who still prefer advertised brands 
by about three to one, Mr. Peck- 
ham said—are demonstrating that 
preference by paying 13% more in 
1958 for a median of 34 selected 
food store product groups than 
they paid in 1953. 

“Customers pay up to 41% more 
for the advertised brand of a food 
product and premiums of 100% 
or more for the advertised brand 
of a standard drug product listed 
in the U.S. Pharmacopeia,” said 
Mr. Peckham. 


@ The one retail category in which 
the Nielsen report showed a loss 
trend for private labels was pro- 
prietary drugs, health and beauty 
aids. An explanation for this is 
offered by Dr. John W. Dargavel, 
executive secretary of the National 
Assn. of Retail Druggists. 

Dr. Dargavel, who is also with 
the Bureau of Education on Fair 
Trade, told AA that the advent of 
fair trade prevented many retail- 
ers from using advertised drug 
brands as loss leaders while they 
used private brands for making 
profit. 

Dr. Dargavel placed advertised 
drug brands’ share of market at 
about 80%, said this percentage is 
growing and predicted it will con- 
tinue to grow. 


s What about price differentials? 
How big are they? Here are some 
illustrations from Mr. Rabb’s Stop 
& Shop operations: 


e S&S sells a two-for-41¢ pri- 
vate label item, compared with 
the best known national item in| 
its field which sells at 27¢. Nev-| 
ertheless the mark-up on the S&S 


brand is 26.2%, the national brand 
mark-up, 16.5%. 


e S&S sells a 79¢ item with a| 
27.1% mark-up while the nation- | 
ally advertised brand goes for 93¢ 
with a 13.7% mark-up. 


e The ‘two best advertised 
brands” in one field both sell at 
41¢, both with a 12% mark-up. 
The S&S entry sells for 29¢, de- 
livering a 34% mark-up at the 
price. 


s Dairy entries by MRC’s con- 
sumer panel in a recent month 
showed considerable variations be- 
tween prices for national and pri- 
vate labels. For example: 


e A&P’s 8 o'clock coffee and Kro- 
ger’s private label coffee were 21¢ 
cheaper per pound than the top 
advertised brand in those stores; 
Safeway’s house brand was 16¢ 
a pound cheaper. Among the in- 
stants, the difference was 5.2¢ per 
ounce at Kroger stores, 3.6¢ at 
A&P and 2.9¢ at Safeway. 


e Private label margarines were 
11¢ cheaper a pound than the No. 
1 national brand. Corn flakes were 
6¢ to 7¢ a pound cheaper; dog 
foods about 8¢ a pound less, mac- 
aroni and spaghetti 4¢ to 5¢ less; 
cake mixes 7¢ a package less, and 
a pound of rice, anywhere from 
8.1¢ to 9.6¢ less per pound. 


s An indication of the price dif- 
ferentials as they show up in dif- 
ferent kinds of grocery retailing— 
national chains, regional store 
groups and voluntary groups—was 
reported this spring to the Gro- 


cery Manufacturers of America by 


Robert W. Mueller, editor of Pro-| 
gressive Grocer. 

A pilot study of a limited num-| 
ber of stores indicates, he said, 
that private labels in chain stores 
sell for about 17% less than ad- 
vertised brands, while in regional | 
stores they sell for 14% less. In| 
the voluntary groups, he added, 
private labels sell for about 8% 
less. 


s There is great variation in the 
strength of advertised brands 
among different product classes. | 
Among 29 categories measured by 
Market Research Corp, recently, 
advertised brand strength ranges 
from a low of 27% of total prod- 
uct volume to a high of 97%. 

Comparing the last quarter of 
1958 with the first quarter of 1955 
—a span of almost four years dur- 
ing which private label-conscious- 
ness has become steadily greater 
—showed no significant changes 
in 12 of the 29 categories. Of the 
remaining 17 classes, major adver- 
tised brands made gains in eight 
instances and suffered losses in 
nine cases. 


@ There are certain characteris- 
tics in private labels which are 
not liked by their sellers. One hun- 
dred companies were queried by 
Super Market Merchandising and 
asked what they did not like about 
the private brands they carried. 

Forty-three per cent mentioned 
no advertising allowance, 41% re- 
ferred to heavy inventories nec- 
essary; 27% said customers prefer 
advertised brands and that private 
labels duplicate present lines; 26% 
said advertising costs were too 
high and 15% said the private la- 
bels don’t meet turnover require- 
ments. 

How much do private brands 
account for in food? Henry E. Abt, 
president of Brand Names Foun- 
dation, has indicated as much as 
25%. “Giant merchandisers like 
A&P and Acme still have 75% or 
more of their volume in manufac- 
turers’ trusted brands,” according 
to Mr. Abt. 

However, another source esti- 
mated for AA that 10% of volume 
in the grocery department in pri- 
vate labels “would be a great deal.” 


s The enthusiasm for the private 
label has been at least somewhat 
tempered by retailer experience. 
The prevailing notion is that a 
number of national brand facings 
on a shelf will make a lot of fac- 
ings of the private brand move 
much faster. 

One observer told AA, “We live 
in a_ buying-sophisticated econ- 
omy. It’s very smart to buy dis- 
counts these days and private la- 
bels are a kind of discount for the 
housewife.” He also thinks that 
national advertising isn’t very re- 
alistic and that its linkage with 
selling tactics almost non-existent. 

Chain buying committees, he 
says, are almost always addressed 
in terms of dollars and cents. “It’s 
always one case free for five, or 
one case for ten, or whatever the 
deal is. Nobody ever talks quality. 
It’s always price. The buyer tends 
to be bewildered by the deals and 
he’s suspicious of what others 
might be getting. And he knows 
exactly what the chain private 
brand will move at.” # 


‘Food & Drug Packaging’ Bows 
Food & Drug Packaging, New 
York, a new bi-weekly to be is- 
sued every other Thursday, will 
bow Nov. 12. It will be issued by 
Magazines for Industry Inc., a 
subsidiary of Don Gussow Pub- 
lications Inc., publisher of Candy 
Industry & Confectioners Journal 
and Bottling Industry. Base ad- 
vertising rate for the new publi- 
cation will be $700. Burt Gussow, 
formerly advertising manager of 
Packaging Parade, now Consumer 
Packaging, and a cousin of Don 
Gussow, will be vp and advertising 
manager of the new paper. 


| 


FEARLESS—This is the second in a 
series of full-page ads for Van- 
guard, the tobacco-less cigaret now 
being tested in Dayton by Bantob 
Products Corp., New York (AA, 
June 29). Agency is H. W. Warden 
Associates Inc., New York. 


Rep. Multer Attacks 
Babbitt Stamp Offer 


(Continued from Page 1) 
hibiting anyone from giving away 
savings stamps as merchandise 
premiums. His bill (H.R. 8107), 
which was referred to the House 
judiciary committee, provides for 
fines up to $1,000 and jail sen- 
tences of as much as 12 months. 


= When Babbitt’s president, Mar- 
shall S. Lachner, came here last 
month to unveil the promotion, 
which is handled through a spe- 
cial subsidiary known as Own a 
Bit of America, Treasury officials 
were on hand to welcome the idea 
(AA, June 15). 

In the House the other day, Rep. 
Multer said, “I am very much dis- 
appointed that the Treasury De- 
partment has sunk to this level 
of commercialism.” 

As to “Own a Bit of America,” 
known as “OBA,” the congress- 
man commented it might be more 
appropriately titled, “offensive bit 
of advertising.” 

Under the plan, worked out by 
Babbitt, together with Reuben H. 
Donnelley Corp., he pointed out, 
buyers of products produced by 
Babbitt and other participants will 
receive savings stamps in exchange 
for coupons which will be printed 
on product labels. 


= Rep. Multer said he supports 
Treasury’s stamp promotion to 
school children, and its bond pro- 
motion through banks and other 
leading institutions, but that he 
is “very much disturbed” to have 
savings stamps used “as bait to 
lure the American housewife to 
buy a particular brand of clean- 
er or any other item of merchan- 
dise.”’ 

“Try as it will,” he contended, 
“the Treasury Department will not 
be able to keep the idea of win- 
ning government savings stamps 
apart from the promotion of a par- 
ticular brand of merchandise.” 

He said this image of govern- 
ment approval, though lacking in 
fact, will be particularly unfor- 
tunate if coupons exchangeable 
for U.S. savings stamps are at- 
tached to products that are harm- 
ful, injurious or have unpleasant 
connotations, “At best,” he argued, 
“the prestige of savings stamps 
can hardly be enhanced by being 
associated in the public mind with 
a particular brand of toilet bowl 
cleaner.” # 


‘U.S. News’ Names Two 
U. S. News & World Report has 
named J. Charles Taney, formerly 


with Product Engineering, to its | 


New York sales staff, and Edward 
Van Horn Jr., formerly with For- 
tune, to its Detroit sales staff. 


Magazine Volume 
Up $30,783,630 
in ‘59, PIB Says 


(Continued from Page 1) 

with 1,778.1 pages and $54,871,223 
last year. 

Of the supplements, This Week 
Magazine was virtually even in 
dollars—off $21,000 on a $22,161,- 
499 volume; Parade was up more 
than a million dollars to $13,478,- 
171; Family Weekly was off $700,- 
000 to $4,914,198, and The Ameri- 
can Weekly was off $5,400,000 to 
$9,265,865. 


s In the magazine picture, nothing 
bulks larger than the weeklies and 
bi-weeklies, where $198,652,891 of 
the total $368,630,007 magazine 
volume is located. This group 
showed nearly a 600-page gain in 
pages, and a dollar volume gain of 
$13,600,000. 

The monthlies—led by Reader’s 
Digest with a $6,500,000 gain to 
$17,354,443 for the half—carried 
nearly 500 pages more than they 
did in the first half of 1958 and 
$9,220,000 more in dollars. 

The women’s group was up only 
slightly in pages—3,695.2 vs. 3,- 
608.1—but up substantially in 
dollars, $53,289,500 vs. $47,916,418. 


s The home magazines were down 
in pages: 3,342.4 vs. 3,387.7, but up 
about $400,000 to $29,455,176. 
Fashion magazines were off in 
pages, 2,461.3 vs. 2,627.7, and down 
about $500,000 to $10,773,296. 
Movie-romance-radio magazines 
were up 123 pages to 928.8 pages 
and up $600,000 to $6,038,978. 
Business magazines were up 113 


pages to 4,639.5 pages, and up 
about $700,000 to $17,141,307. 
Youth magazines were up 48 


pages and $335,000 to $2,634,926. 
Outdoor and sports magazines were 
up nearly 100 pages to 1,370.4 and 
up more than $700,000 to $5,065,- 
666. Mechanics and science maga- 
zines were up 40 pages to 2,090.7 
pages and $280,000 to $5,349,036. 

Newspaper sections—PIB mea- 
sures the First Three Markets 
Group and the New York Times 
Magazine—were down 120 pages 
to 1,702.9 and off $1,700,000 to 
$9,720,670. The Times magazine 
was off 16 pages at 1,473.6 but up 
$150,000 to $5,333,450. 

Complete summaries, magazine 
by magazine, of linage gains and 
losses and changes in dollar vol- 
ume will appear in ADVERTISING 
AGE July 20. # 


Cunard Cruises 
to Compton Berth 


(Continued from Page 1) 
we are happy to know that Mr. 
Kelly will be available to work on 
our account, since he is so familiar 
with our business.” 

Not making the same move is 
Terry MacGrath, another Elling- 
ton vp, who has long been associat- 
ed with the Cunard account. Also 
remaining at Ellington is the 
Trans-Atlantic Passenger Confer- 
ence, an association of steamship 
companies. 

Mr. O’Reilly said future Cunard 
advertising plans will be decided 
by Compton. 


es Cunard consolidated its $750,- 
000 account with Ellington last 
year. Previously it split its account 
by medium, with Ellington han- 
dling newspapers and trade papers, 
and Kelly, Nason handling maga- 


zines. 

Cunard operates a fleet of 11 
passenger liners. It is the largest 
carrier on the Atlantic, transport- 


|ing some 250,000 persons a year. # 
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THe ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(meximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 
two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Departments, Inc., 4041 Mariton Ave., Los 


Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles 
preceding publication date. Display classified takes card rate of $18.75 per col 


Monday noon, 7 days 


POSITIONS WANTED 


POSITIONS WANTED 


CREATIVE ART DIRECTOR 
Border to Border & Coast to Coast, Some- 
where's an agency that needs me most 
and will let me prove its true that a man 
isn't thru when he’s 52. Studio, 4-A 
ugency & free-lance exper 
& Nat'l accounts. Direct Art Dept. 
| photography; handle production 
Box 2677, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLIC RELATIONS—Strong in contact 
and editorial. Double in brass as speaker; 
sales promotion idea-man. Write: Mr. 
MeNulty, 1551 N. Dearborn, Chicage 10. 


HOW TO INCREASE SALES 


manager to your team. Provable sales- 


interview 


inch, and card discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING DEC. 


44,313 — 


31 1958 


HELP WANTED ¥ 
F EXECUTIVE ASSISTANT 
NEEDED 

By established trade publication. A life 
time opportunity for ambitious creative 
man age 30-40, Must have flair for ad- 
vertising, merchandising Capable inte- 
grating into business with tremendous 
potential Good starting pay. Submit 
resume detailing experience, education, 
salary requirements Enclose snapshot if 

ailable 
—_ Box 2670, ADVERTISING AGE 

200 E. Ilinois St., Chicago 11, Tilinois — 
eal opportunity for young man with all- 
ered capautiaies in fast-growing trade 
publication. Start handling monthly pro- 
duction, promotional 


details, build into 
field editorial interviews 


Previous trade 
journal experience helpful, not essential 


Good starting salary, 
tial. Write or phone: American Automatic) 
Merchandiser, 619 Davis St., Evanston, 


Ill. (GReenleaf 5-6330). ” 

RADIO AND TV SALES 
Growing, aggressive national rep firm 
expanding Chicago office. Looking for 
young (25-35) man with at least 2 years 
TV sales experience (local or national) 
Prefer man experienced in creative sell 
ing to agencies and clients Please sub 
mit resume with recent photo 

Box 2671, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Four color slick int. mag., currently being 
reorganized, needs circ.-promo. megr.; adv. 
sales mer. who knows Latin American- 
U.S: market. Investment opportunity for 
staff in company. Send full particulars to 
Box 2672, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE SALESMAN 
If you are now an assistant to a sales 
manager of a publishing firm in any of 
the following fields: Employee Relations 
Materials, oF Syndicated Advertising 
Materials, “Special-Field” publishing, 
Financial Publishing, Bank or Loan Field 
_we have an opening that will give you 
the opportunity to grow. Job requires 
familiarity with needs of many fields and 
a business ability. Resume and Salary 
Box 2673, ADVERTISING AGE 
630 Third Ave., New York 17, N. ¥. 
SPACE SALES - CHICAGO TERRITORY 
Leading trade publisher expanding Mid- 
west sales force wants space representa- 
tive to sell auto and pleasure marine 
trade publications out of Chicago office 
Salary plus expenses and incentive. 
Box 2674, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
1 AM LOOKING FOR AN 
ADVERTISING ASSISTANT 
TO THE PRESIDENT 
If you are not afraid to “roll up your 


_sleeves” and can forget about the clock, 


this could be the most important ad 
you'll ever read. We seek a young college 
man of high scholastic standing with 
schooling or training in advertising and 
an eagerness to learn the financial ad- 
visory business at first hand from the 
head of one of America's fastest-grow- 
ing Investment Services. The man selec- 
ted will have an eagerness to listen and 
learn, and an honest desire to become the 


best financial advertising manager and 
administrative assistant in the country 
Salary is $5,000 yearly to begin, with 
increases as fast as deserved. Write, 


giving age, schooling, experience, etc., to 
Box 2691, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Tlinois | 


SALES PROMOTION 
Nationally recognized food processor in 


Florida needs experienced Promotion 
Manager for grocery line. Must have | 
adequate training, successful experience 


background. Unlimited potential full em- 


ployee benefits program. Write P. 0. Box | 


338, Bradenton, Florida. 


outstanding poten- | 


| HELP WANTED 
YOUNG MAN NOW SELLING 
GRAPHIC ARTS 
Unusual opportunity in allied field. 
Established accounts with large potential. 
All benefits, start $8000 year. Must re- 
locate to Cleveland area. Submit resume 
All replies confidential. 
Box 2693, ADVERTISING AGE 

630 Third Ave., New York 17, N. Y 
MR. COPYWRITER... 

if you can create exciting, effective 
advertising (writing circulars, house or- 
gans, and sales bulletins), you are invited 
to investigate an opening with LOOK 
Magazine's Subscription Division in Des 
Moines, lowa 
The work is pleasant, the pay good, the 
future excellent—and there's no 
muting 
10 minutes from the 
surrounded by trees, 
fresh air.) 
If you are interested, 


office in a home 
grass, and genuine 


let us know what 


you can do and what your salary re- 
| quirements would be. Write: Promotion 
|Manager, LOOK, Des Moines 4, lowa. 


SPACE SALES 
Established publisher in youth field seeks 
experienced man for New York territory 


Must have proven record of successful 
sales with top agencies and accounts 
Substantial base salary and commission 


Send Resume. 
Box 2694, ADVERTISING AGE 


com- | 
(You would probably live about) 


DISILLUSIONED HEIR-APPARENT | 
TO FAMILY BUSINESS TAKES STOCK | 
of self, sees need to change for maximum | 
development of abilities. Seeks career | 
opp’ty, Adv. or Sales Prom., Phila. area 
Experience: copy, promotion, ad plan- 
ning, sales analysis, sales mgmt. Eager | 
to prove worth. 29, married, BA, MA 
1/2 MBA. Detailed resume on request. 
Box 2679, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


CREATIVE AD MANAGER 
10 yrs. solid exp. all phases Adv. and 
Sales Prom. - Capable of planning and 
following through complete programs. 
Accomplished writer. Record cf success- 
ful promotions. Self starter, personable, 
college grad., 36, family, relocate 
Box 2678, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CORPORATE MANAGF MENT 
Well integrated male is desirous of 
locating organization seeking person 
to fill or create position of 
GRAPHIC DESIGN DIRECTOR 
Versed in Thinking, Planning, Design, 
Production and working with people 
Write, “Receptive” 
Box 2680, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYTAMER. Wild ideas captured and 
tamed for presenting to large audiences, 
consumer or industrial. 9-yr. safari in- 


cludes agency, mail order, small and 
large co. Present cage too small. Hurry! 
Hurry! 


Box 2683, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
VERSATILE ADVERTISING MANAGER 
Auto parts, const. eqpt. Big budget ad- 
min. Good PR, Exh. Mdsr. Top creative 

man. 


Box 2684, ADVERTISING AGE 


Box 977. Conroe, Texas, or call PLeas- 


ant 6-2427, ats 
~~~ MOLENE PERSONNEL SERVICE 


publicity - .. editors 
advg. managers scssseeteeeee COPY Writers 
artists media production ........ sales 


“All is grist, which comes to our mill” 
ANdover 3-4424, 105 W. Adams St., Chgo 3 
POSITIONS WANTED 
ADV. & SALES PROMOTION ASS'T. 
College graduate, 25, some experience in 
adv., dealer contact, sales promotion, de- 

sires challenging opportunity. 
Box 2660, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
ACCOUNT EXECUTIVE - $10.5 M 


Box 2675, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ASST TO ART DIR OR ADV MGR 
Creative layout designer now employed, 


exp. in broch., sales promotion, house 
organ, ad, direct mail, publ. & catalog 
layout & production. Prefer Wisconsin 


manufacturer, publisher or printer. 


Box 2676, ADVERTISING AGE — 
200 E. Illinois St., Chicago 11, Illinois 


CONSUMER SPACE SALESMAN 
OR A/E AVAILABLE 
Last 4% yrs with prom 4A agency as 
A/E on food, appliance, and beverage 
accts. Invited to join agency after 8 yrs 
successful selling of leading Sunday 
magazine. Previous employers and clients 
as ref. Age 40, married 19 yrs, 4 children. 
Box 2681, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
| EDITOR, fully exp. prod. layout, all 
| phases magazine & pamphlet work. Seeks 
| position public relations or heading up 
industrial publications staff. Degrees 
science, journalism. Well traveled, exc. 
writer. Now with leading nat’l magazine. 
Box 2682, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


INDUSTRIAL 


tion. Knowledge of metals 


ADVERTISING 
ASSISTANT 


Specialty steel mill in Chicago area needs ambitious 
man with some practical experience in industrial writing 


and/or direct mail, house organ, and advertising produc- 


helpful, but not essential. Ability to work and learn our 
business is important. Age open. A wide variety of assign- 
ments in a relatively small but productive advertising 
department offers opportunity for growth in a substantial 
company offering other benefits. Write in confidence but 
please be specific giving salary requirements to: Box 614, 
Advertising Age, 200 E. Illinois St., Chicago 11, Illinois. 


or manufacturing processes 


630 Third Ave., New York 17, N. Y¥ 200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING SALES MANAGER | 

WANTED—No. 2 post publications serv- | 

ing oil, petrochemicals, title associate | LOOKING FOR A “WORKER” 
publisher. Must be experienced, aggres- 

sive, really ambitious. Starting salary| Yg man 2 yrs. well rounded mkt. resh 
$6,000, but keyed to volume, no ceiling. | exp. seeks resp. and oppty. with firm in | 
Don't want applicant who doesn’t feel he| N. Y. area. Will send resume upon | 
can double that first year, triple second, | request | 


| Box 2685, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


| ARTIST - LAYOUT 

Youne creative layout designer now em- 
ployed. B.A. Degree. Offers exp. in lay- 
}out, fin. art, ill., direct mail, ads, house 
organs & sales prom. Married. Reliable 


Box 2686, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MARKETING RESEARCHER 
Five years experience with leading mar- | 
ket research firm. Senior Market Analyst 
Store Audits. Distribution Studies. Copy 
Tests. Consumer Studies. B.S. M.B.A. 34, 
Married. Minimum $7000. 
Box 2687, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
VERSATILE LAYOUT MAN 
Tired of commuting, would like interest- 
ing opportunity in smaller city or town. 
Studio, adv. dept agency experience 
Knows production, contact. 
Box 2692, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
N.¥. AREA ADV. SPACE SALESMAN 
Available for industrial, trade or general 
business publication Wide experience 
with top accounts and agencies in East 
Box 2689, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Illinois 


50-YEAR OLD PUBLICATION 
NEEDS 
SPACE REPRESENTATIVES 


Well-established trade publication 
now under aggressive new manage- 
ment has unusual, profitunity for 
several qualified representatives. Ac- 
tive fields include: coal heat, fur- 
naces, building materials, trucks. 
New promotions are bringing in 
leads . . . tell us all about yourself 
in letter. Personal interview will 
follow. Write fully. Box 605, Adver- 
tising Age, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


WNL LY 7 


YOUNG ACCOUNT EXECUTIVE 
with Billing 
Now writing own copy but prefers to con- 
centrate on plans and service. Desires 
affiliation with small to medium-sized 
agency with progressive growth policy. 
Has interesting background in consumer 
and trade accounts. 
Box 2695, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
ARTIST: shirt-sleeves AD for sales-seek- 
ing agency. Adv/prom exp AAA to Ziv 
Creative ideas, design, type, cartoons. 
Box 2696, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
REPRESENTATIVES WANTED 
SPACE SALES - Chicago & Cleveland 
Two space salesmen or reprs. needed, 
prefer recent college grads., 1-3 yrs. adv. 
sales experience. Excel. opport. with 
growing nat’l. pict. news mag. for met. 
Send resume, salary req., 

NEWS FRONT, 21 W. 45 St., New York 36 
OPPORTUNITY FOR SPACE SALES 
Representatives - firm or 
to represent well accepted journal in 
power and energy field, nationally or in 
selected areas. Must have proven ability 
and present fullest details in confidence, 

first letter. Commission basis. 
Box 2688, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 


Midwest Publishers Representative Avaii- 
able Chicago Headquarters 
Box 2575, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CALIFORNIA SPACE SALESMAN 


12 yrs. exp. Top references & contacts. 
Comm. basis. College grad, 34. Write: 
R. Arnell, 2020 8S. LaCienega Bivd., Los 
Angeles, Calif. 


BUSINESS OPPORTUNITIES 


DIRECT MAIL, Partner wanted -$15,000 
capital & active interest in growing na- 
tionally accepted dir. mail adv. med. 
High potential. I. M. Ames, 1261 B'’dway- 
N.Y.C. 

Knowledgeable ‘inside man’ with small, 
talented group and _ substantial billing 
located in Delaware Valley is looking for 
sincere, topnotch ‘outside’ man will bill- 
ing who wants to help and share in grow- 
ing agency. Reply in strictest confidence. 

Box 2690, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


MISCELLANEOUS 

NOW get saturation spots on Radio & TV 
Contest Shows in So. Calif. & West at 
low cost. Write Roberts & Gail, 5880 
Hollywood Blivd., Hollywood 28, Calif. 
Mid-North Studio at Lincoln Park—New 
deluxe 4 rm. woodbrng fireplce, mod. 
kitch., bar, outstanding patio. 315-21 Web- 
ster Ave. Wh. 4-8846. 
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on N.P., Mag. | simple. Add this creative sales-promotion | 


| getting results. Write for resume and or | 


|Mr. Allen, 1520 N. State, Chicago 10, Il. | 


individuals -| 


| 


SUPERVISOR—ADVERTISING 
SCHEDULE AND CATALOGS 


Leading construction and materials han- 
dling equipment manufacturer looking for 
idea man, experienced in all phases of 
advertising, preferably construction. Pri- 
mary duties: work with advertising agency 
in preparation of extensive advertising 
program directed to various industries: 
supervise preparation of catalogs and 
specification sheets. Write briefly giving 
full personal details. Box 609, Advertising 
Age, 200 East Illinois Street, Chicago 11, 
Tilinois. 


NOW AVAILABLE! 
In quantities—one to a thousand. Gen- 
uine JEWELTONE, fully COLOR balanced 
dye transfer prints from your COLOR trans- 
parency or artwork. Perfect for every 
sales, wig, EY dis a | need. Sizes 
4x5 to 16x20. L COST! Example: 100- 
8x10 prints, $175.00, pilus postage. Also, 
Carbro —_— reproduction prints. Price 
jists and quotations on request. 


COLORAGE, Inc. 
116A S. Hollywood Way, Burbank, Calif. 


PUBLICATION WANTED 
Business magazine publisher wishes 
to buy industrial publication. Cash 
or short or long term financing. 

Box 608 Advertising Age 
630 Third Ave., New York 17, N. Y. 


MARKET RESEARCH 
ASSISTANT DIRECTOR 
Agency experience preferred. Background 
in all phases of consumer, product, copy, 
and media research. Minimum four years’ 
experience. Send résumé to: Mrs. West, 
Gordon Best Company, Inc., 228 North 

LaSalle St., Chicago 1, Illinois. 


NEW ENGLAND 
OPPORTUNITIES 


Ad Mer. Paper Industry pfd. 12-15M 
Acct. Exec. Tech. Recruiting ads 10-12M 
10M 


Asst. Art. Dir. 4A Exp. 0 

Copywriters (sev.) —open 
Asst. A. E. some copy to 7.5M 
Sales analyst cons. exp 8-10M 


Special: 

Brand Manager exp. in new product devimt 
major consumer gds mfr. salary 18-25M 
All inquiries received in 
strict confidence 


SOS PERSONNEL BUREAU 
127 Tremont Street, Boston 8, Mass. 


“Recognized for Quality in New England’’ 


Our 48th Year 
AE, foods. VERY heavy in market- 
ing including thru brokers. Big 
agency to 30M 
ART DIR., agency. (NOT one who's 
commonplace in a highly profes- 


sional way) o 
HEAD TIME BUYER, spot. Major 

agency. Some travel. 12-13M 
COPY, all-around. Southwest. $10M 
COPY-CONTACT. Industrial, some 

consumer. Midwest $8500 


GLADER CORPORATION 


Don Harris, Dir. Adv. Di 
110 S. Dearborn CE 6-5353 


v. 
Chicago 


DIRECTOR SALES 
PROMOTION & TRAINING 
Creative challenge for a man who 
enjoys meg oy © complete Adver- 
tising and Sales Promotion and Sales 
training operation as well as apply- 
ing mature aesthetic design skill. 
This opportunity with a leading, pro- 
gressive, profitable company which 
plans to double its sales in five 
years and is internationally active. 
The right man is 30 to 45, highly 
imaginative, of executive stature 
with sales training, advertising and 
sales promotion management exper- 
ience. Base salary $14,000 to $18,000. 
Box 610, Advertising Age, 200 E. 

Illinois St., Chicago 11, Illinois. 


Unusual Opportunities 


CREATIVE MAN 
The “ole pro” we're look- 
ing for needn’t be old. 
Could be as young as 30. 
More important is his abil- 
ity to think through a 
problem; dig for the facts; 
design a plan; and write 
outstanding copy that sells 
client benefits. In other 
words, basic professional- 
ism and proved creative 
experience in all media to 
give this 25-year-old 4A 
agency greater depth of 
service. If you're this rare 
person, write us in confi- 
dence today. 


Ritchie Adv. Agency, 648 
Bank of Commerce Bldg., 
Houston, Texas. 


for Two 
Unusual Copywriters 


Two men in Chicago area now or de- 
siring to return there will find a most 
congenial atmosphere and unlimited op- 
portunities to grow in this growing Chi- 
cago agency. But these qualifications 
must be met precisely: (1) Extensive 
agency experience in writing for all 
media, but especially television; (2) Ex- 
perience in proprietary drugs. Box 613, 
Advertising Age, 200 E. Illinois St., 
Chicago 11, Illinois. 


Available 
HIGHLY QUALIFIED 
MATURE PR MAN 


Impressive 30-year background. Good writer 
and contact. Personable appearance. Now PR 
consultant to ad agencies. Seeks PR position 
with ad or PR agency, corporation or associ- 
PRSA member 

Box 606, Advertising Age 
630 Third Avenue, New York 17, New York 


ation 


PRODUCTION MANAGER 


Chicago office of national Advertis- 
ing . -¥ needs Production Man- 
ager. Must know engraving, typog- 
raphy, printing processes. ood 
starting salary. Age 30 to 45 years. 
Reply in confidence to Box 607, Ad- 
vertising Age, 200 E. Illinois St., 
Chicago 11, Illinois. 


@ RESUMES 
100 sz: $6-9° 


(check with order) 


Two-Page Resumes 
100 for $10.00 

Includes editing and correction of 
spelling and grammar. 

For help in how-to-write a good 
résumé, how to use it, what form 
to use, worksheets and price list, 
send $1.00 for Résumé Kit. 
(Dollar credited when you order 
résumés.) 


RESUME SERVICE, INC. 


Box 13-C Bath, Ohio 


our 


ART DIRECTORS 
FOR EXPANDING 
NEW YORK AGCY. 


2 A-D’s—top creative. ($10-15,000). Also 
Supervising A-D ($17-25,000) with admini- 
strative skills and proved ability for on- 
the-ball thinking, off-beat development, 
critical follow through. 9-Man department. 
If you’ve demonstrated extraordinary cre- 
ativity, send résumé including initial sal- 
ary requirement, in confidence to A. L. 
Stens, Box 611, Advertising Age, 200 E. 
Iinois St, Chicago 11, Ill. 
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ADVERTISING AND SALES 
PROMOTION ASSISTANT 


Excellent opportunity for crea- 
tive writer under 30 with 2 years 
experience, preferably with In- 
dustrial Agency of Manufactur- 
er. College graduate preferred, 
with degree in Advertising, 
Journalism, or Marketing. The 
job is planning, producing and 
scheduling advertising and pro- 
motional materials for growing 
Chicago basic steel producer and 
specialty steel manufacturer on 
South Side. Advancement po- 
tential, liberal company benefits. 
In reply, give age, salary re- 
quirements, and complete ré- 
sumé of education and working 
experience. 

Box 612 


RADIO & TV LEADS TAKEN 


Our charge for this service is only ten 
cents per lead, plus collect calls and 
outgoing mail. 
RADIO-TV SWITCHBOARDS 
MAdison 5-8885 
436 Douglas Bldg., 257 S. Spring 
Los Angeles 12, Calif. 


Keep 
Top Brass 
Informed 


Give your management all the facts! 
Keeping up-to-date on what's going 
on is a must in today’s fast-moving 
business scene. Our clipping cover- 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon's Amey | Checker gives you 
the assurance of a complete clipping 
service. Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
¢ Publicity + Subject Research 
* Competitive Publicity & Advertising 


Send for Booklet No. 56 
“How Business Uses Clippings” 
BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, III. 
WaAbash 2-8419 


Sint: Ne ber 


tor INSTANT REFRESHMENT 


nsitees F irst for Veteran Broadcast Gal: 
Reggie Schuebel Named VP of GB&B 


(Continued from Page 2) 
resulting in a saving of $20,000 per 
broadcast. 

Looking back over broadcast- 
ing’s phenomenal growth, she finds 
there’s been no basic change in 
the time buying business since 
radio—‘technically and creatively, 
yes, but not in buying.” And suc- 
cess in the business is still “often 
more a case of knowing who, than 
knowing what,’’ Miss Schuebel has 
found. In her case, she knows just 
about everyone, having spent a 
great deal of time traveling and 
meeting station people. 

Thoroughly feminine in appear- 
ance, and in manner when talking 
to a woman, she can turn around 
and “talk to a man as tough as any 
man would talk,” according to one 


TEMPUS—Piel 
Bros. is offering 
this vinyl display 
to dealers. Each 
dealer is given a 
font of type, and 
opening and clos- 
ing hours are set 
by moving the 
notched wheel at 
the sides of the 
display. Thomp- 
son-Leeds, New 
York, designed 
and produced it. 


anecdote from those days. One of 
her favorites is the announcer on 
WCCO, Minneapolis, who one 
night announced: “It’s 9 p.m., and 
this one’s on the house.” 

And then there was the uproar 
when the announcer at WJSV, 
Washington (now WTOP) gave 
the time signal with a recording of 
a cow mooing in the background. 
“Whatsamatta bossy?” he asked. 
“Did you have a Bulova time?” 

“That’s the first time I had ever 
heard of Arthur Godfrey,” she 
recalls. 


@ When she and Mr. Ballard were 
divorced, she decided to leave the 
agency, too. It was 1942, when 
television and the Duane Jones 
Co. were just starting. She joined 


WALKER 


Better Jobs—Lower Fees 


A. E. package food yg 10M 
ADV MGR conveyor equip 7-9M 
ADV MGR ASST lite mfg. co. 10M 
ADV MGR (2) retail exp 7-9M 
ADV & SALES PROM medical 

prod 10-12M 


ADV MGR financial inst. 7-8M 
ADV MGR food chain 9-12M 
PROM MGR medical equip 7-8M 
BUS. EDITOR financial 9-10M 
COPY col. grad. yg agr. exp. 6-7M 
TECH WRITER ad agency 7-8M 


SCRIPT WRITER technical, security 
material—plus audio visual 7-9M 
+- SEV BEGINNING adv positions open 


Send complete résumés to us 
for confidential handling 


212 South 7th Street, Minneapolis 2, Minn. 


of her confreres. Direct and hon-|Jones as radio director, and per- 

est—even blunt at times, she asks} suaded a few clients to experiment 

and gives no quarter. jin tv. The arrangement was for 
This honesty and her shrewd the client to pay half; the agency 

business mind have earned her to pay the other half. 

the respect and cooperation of the) The two main experimenters 

industry. “They'll do things for) were Mennen with a sports pro- 


me just because they’ve known gram, and Bab-O, with a super- 


ADVERTISING 
We handle your employment problem 
confidentially and effectively. 
SALES PROMOTION SUPV. ......$12.500 
Sales, Sales Promotion supervision 
in foods. Foreign service. 
CREATIVE ACCT. EXEC ......... $12,000 
Agency needs key man with copy exp. 
in space, collateral, direct mail. 
ART DIRECTOR ...... 4 Spi Bie fs $12,000 
Indust. and consumer exp. in modern 
art for highly rated ad agency. 
BER EE -cenccctsececcses $10,000 
Food or Brewing, mdsng. exp. Will 
hire and train regional personnel. 
MARKET RESEARCH ............ $10,000 
Indust. exp , broad administrative 
function in mkt. research. 
oo ere $10,000 
Solid indust. bkgd. Capable writer, 
good contact and admin. exp. 
B. L. CLEM 
Advertising Consultant 


IMPERIAL PERSONNEL 
37 S. Wabash Ave., Chicago 3, FR 2-4233 


me so long—but they know I'll 
never ask them to do anything 
that I wouldn’t want them to ask 
me to do,” she maintains. 


s The Schuebel story started in 
the Biow Co., when she got a job 
as secretary (though she didn’t 
know shorthand) to Kenneth 
Goode, one of the copy greats, who 
was finishing up his book, “Prin- 
ciples of Advertising.” “Those 
principles are just the same as 
when I first heard about them,” 
she said. 

When the book was finished, 
she was transferred over to be 
Milton Biow’s secretary. “I still 
didn’t know shorthand, but I had a 
pretty good memory, and I always 
sent the letters out before he saw 
them—or something,” Miss Schue- 
bel recalled. 

Then, as she jokingly tells the 
story, she decided that since she 
didn’t know what she was doing, 
she’d better get into a field where 
nobody knew what anybody was 
doing—radio. “It was all trial and 
error, and as I look back on those 
early days, I don’t know how I 
ever got by.” But get by she did, 
ending up not only on the Bulova 
account, but also marrying John 
Ballard, president of Bulova. 

The Bulova time signals proved 
to be one of radio’s first success 
stories, and she has many an 
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service for Adv. * Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, Ill. 
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Service, 
Inc. 


market quiz. In making the transi- | 
tion to tv, she found it was| 
|“basically no different from radio; | 
| it was just sight added to sound.” 

| 

/@ In 1951, about six months be- | 
fore the Jones agency came to its} 
melodramatic end, she joined with | 
|John Wyatt, then radio-tv head at| 
|Grey Advertising, to set up Wyatt | 
|& Schuebel, an “agency’s agency” | 
handling radio and tv for out-of- | 
town advertising agencies. 

In 1954, Mr. Wyatt withdrew 
from the company, and the name 
was changed to Reggie Schuebel 
Inc. For two more years it con- 
tinued buying time, issuing con- 
tracts, filming, etc., for a long 
roster of agencies across the coun- 
try. 


= In 1956, when the Presidential | 
jelection came along, she joined | 
|Norman, Craig & Kummel on the) 
|Democratic account—‘something 
very dear to my heart.” She moved 
to the party headquarters in 
Washington and became the cam- 
paign time buyer. | 

“IT worked harder than ever 
before, but it was the single most 
interesting job I’ve ever had,” she) 
said, looking over at a framed 
photograph of Adlai Stevenson, 
given a prominent spot in her 
| office. Its autograph: “To Reggie 
Schuebel, with gratitude for her 
| gallantry in combat.” 

In April 1957, she joined Guild, | 
|Bascom, which had been one of! 
|her contented clients during the 
|years when she had her own 
business. 

Advertising apparently runs in 
the family; her son, Bill Ballard,| 
\is a copy group head at Batten, | 
| Barton, Durstine & Osborn, # 
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Texas Legislators Kill Bill to Tax 
Dailies /2¢ per Inch on Ads Over $1.20 


(Continued from Page 2) 

say a free press. It says freedom 
of the press.” Anderson of Midland, who was 

In reply to a Houston repre-)not recorded as voting on either 
sentative’s comment that “the| side in a list published by the 
newspaper industry is pretty sick,” | Houston Post, “Don’t you think it 
Mr. Stroman asserted, “They will| would be a pretty good public 
sell more newspapers if the people | service if they ran our advertise- 
know l¢ or 2¢ is going to the state.| ments free?” # 

“Some newspapers are so big, 
they should pay you to read them.”| Beam Distilling Promotes 3 


Robert N. Dorn, director of ad- 
vertising of James B. Beam Dis- 
tilling Co., Chicago, has been 
named director of sales of Clear 
Spring Distilling Co., Chicago, a 
Beam subsidiary. Mr. Dorn has 
been succeeded by Sanford Green- 
wald, who has been named ad- 
vertising director in charge of 
print, and Barry Berish, who was 
promoted to advertising director 
in charge of outdoor and point of 
sale, 


“The press talks a lot about 
public service,” said Rep. Louis 


# The high cost of political adver- 
tising occupied a significant place 
in the minds of legislators. 

“Why is political advertising 
twice as high as the cost of a regu- 
lar advertisement?” asked Rep. 
Robert L. Bowers Jr., of Browns- 
field, who voted in favor of the 
tax. 

“T guess they want some politi- 
cal gravy,” Mr. Stroman replied. 
“They charge him double for an 
advertisement. Then they expect 
him to be honest when he gets 


down here (to the capitol at Aus-| Scott Named Sales Manager 


tin).” Bennett O. Scott has been named 
general sales manager of WIND, 
# Mr. Stroman commented that) Chicago radio station of Westing- 


the press corps at Austin gets free | house Broadcasting Co. Mr. Scott, 
space in the capitol, and that it is|with the station since 1943, has 
expensive to the state to get a been local sales manager for the 
record vote on an issue when the past eight years. He replaces John 
press corps requests it. T. Carey, who retired. 
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Fact action FORMUL 


Shake up a few choice 
words for a low-cost (min. 
$5) message in The Adver- 
tising Market Place... 
serve it in the next issue of 
Ad Age — and watch the 
action! Your message gets 
results because it’s read by 
over 158,000 top market- 
ing men with authority to 
make immediate decisions. 
Try it. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number, Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


My Name 
Street 
City 1 State 
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ADVERTISING AGE 

200 E. Illinois St. 4041 Marlton Avenue 
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(Continued from Page 1) 
not necessarily produced by, the 
networks. But participating ve- 


hicles generally tend to restrict the | 


agency-advertiser influence on 
programming. 

The question of the advertiser's 
influence on program content and 
his restrictions on subject matter 


was raised repeatedly by FCC's 


counsel, Ashbrook P. Bryant. Ev-' 


ery time the question came up 
the agency men admitted that the 
advertiser does impose limits on 
the areas to be covered by tv 
For example, most of them want 
nothing to do with controversy, 
it was pointed out. But the agency 
men insisted that the 
are not putting the creative man 
in a straitjacket. 


s When these hearings resume in 
Washington July 21, attention will 
shift to the advertiser. First ad- 
vertiser up will be Firestone Tire 
& Rubber Co., which has had more 
trouble holding onto its network 
tv time than any other sponsor, 
and whose forced cancelation on 
“The Voice of Firestone” drew 
wide attention. 

Firestone’s testimony is ex- 
pected to come from Joseph H. 
Thomas, secretary and _ general 
counsel; Charles Ryan, director of 
merchandising and _ advertising; 
Alfred McGinness, national adver- 
tising manager, and Howard Bar- 
low, longtime conductor of the 
ill-fated show. 


s This week's agency testimony is 
recapitulated as follows: 


Cc. T. Clyne 


Leadoff witness was C. Terence | 


Clyne, who as senior vp in charge 
of tv and radio at McCann-Erick- 
son, rides herd over more than 
$100,000,000 in broadcast billings. 
A great deal of Mr. 
lengthy testimony was devoted to 


providing a generalized, basic an- | 


swer to the question of how an 
agency plans a marketing cam- 
paign incorporating network tv. 

The course of the questioning by 
FCC’s counsel, Ashbrook P. Bry- 
ant, left the impression that as an 
agency tv decision maker Mr. 
Clyne does the best he can to buy 
a show that fits the needs and 
limitations—budgetary and other- 
wise—of his client’s product—as- 
suming that network time can be 
secured for the show and that a 
co-sponsor can be found to help 
share the cost. 

The McCann executive said the 
ideal tv program would (1) pro- 
vide maximum circulation, (2) 
have a dimension that would leave 
a pleasant corporate image in the 
mind of the consumer, (3) influ- 


ence more people to buy the prod- | 


nomics of the tv industry. If it’s a 


seller’s market, the balance of de- 


| ily with the networks; if it’s a buy- 
er’s market, the networks are more 
jamenable to the desires of the 
| sponsors. 
uct and (4) keep the dealers and | In the days before ABC became 
distributors and everybody associ- lh Sn aoa a i NBC 
ated with the product happy. ® S pretty muc er own 
P pPy way. But last year the combination 
® But in actual practice, Mr. Clyne |\°f ABC’s emergence as a major 
noted, an advertiser “requenty [network and the general economic 
may have to subordinate one of |‘ s P a 
these aims to another, For exam- | back toward the advertiser, the 


advertisers | 


Clyne’s | 


ple, he cited Chevrolet’s “Dinah 
Shore Show,” which does not “rate 
as well as a western probably 
would” in her spot, but which gets 
across the Chevy image in a satis- 
factory manner. 

As for the agency’s role in pro- 
gramming, he said that McCann 
has produced several specials and 
|expects to do more in the future; 
it also produces two regular series, 
“Sky King” and “Death Valley 
Days.” 

In the past few years, he con- 
tinued, shows have been bought 
from independent producers only 
if they were willing to permit the 
|agency to participate creatively in 
|the program. This, he said, was a 
matter of an understanding be- 
tween the agency and the produc- 
er; technically the agency had a 


|voice only in the “areas of taste| 


and policy.” In the case of network 
productions, particularly those 
with participating sponsors, the 
agency’s role usually is a much 
more passive one, he said. 

As a company policy, certain 
subjects are considered unsuitable 
for tv, Mr. Clyne said, giving two 
examples: (1) A script concen- 
trating on the one-tenth of 1% of 
the U. S. population which lives in 
misery (a big corporation doesn’t 
| want to spend a lot of money to 
“leave people feeling unhappy”) 
and (2) a story reflecting on the 
armed services, even though it 
|were a true story based on that 
“one case out of 1,000,000.” 


@ People at McCann-Erickson 
he said, have looked at 225 to 250 
pilots in the past three months, 
from all sources. But a list of Mc- 
| Cann-placed shows signed for the 
|'59-’60 season and submitted as 
| evidence consisted mainly of pack- 
ages produced or controlled by the 
jnetworks. There were about 22 
|such shows, against some five 
|}agency and independent produc- 
| tions. 

(This list was broken down on 
the basis of who controlled the 
air rights to shows, rather than 
who actually produced them, 
hence the high number of network 
shows.) 


es Mr. Clyne said that the adver- 
tiser-agency influence on _ pro- 
gramming—that is, the sponsor’s 
ability to install a program of his 
choice in a prime nighttime period 
| whether the network wanted it or 
not—is directly related to the eco- 
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CHAIN OF COMMAND—This chart showing the organizational setup of 
one of the biggest agency broadcasting operations in the country was 
put in the record by FCC’s attorney, Ashbrook P. Bryant. McCann’s 
top radio-tv executive, C. Terence Clyne, led off a parade of agency 
witnesses. He said the agency’s domestic billings now total about 
$200,000,000 annually, of which more than half is in broadcasting. 
Tv accounts for $85,000,000 of the total, with $65,000,000 going into 


network and the rest into spot. 


jagency man asserted. 

The coming season, however, 
finds the pendulum swinging back 
toward network control. This is 
partly due, Mr. Clyne pointed out, 
to improved business, with the net- 
| works likely to be 90% to 95% sold 
j}out for nighttime, as compared 
| with 80% last season. 


|}@ The second major factor which 
| has tightened the networks’ grip on 
program control, according to Mr. 
Clyne’s testimony, is the trend 
toward multiple-sponsored, key- 
slotted hour shows. He confirmed 
the fact that many of these net- 
| work-controlled programs come 
|from the same suppliers from 
whom advertisers have been ob- 
taining their sponsor-controlled 
|packages. This type of participa- 
ting sponsored show reduces to a 
minimum the agency’s creative 
role in programming, he said, 
since it would be impractical for 
four different advertisers to try to 
get into the creative act on a sin- 
gle show. 


s Several times during his testi- 
mony he called attention to the 
open-mindedness of the networks. 
He said the networks’ control of 
programming would present a dif- 
ficult situation only if they ever 
adopted a philosophy of program 


advertisers’ needs. 

“The networks are realistic 
enough to recognize that circula- 
tion is not the only consideration of 
the advertiser,” Mr. Clyne said. “If 
they didn’t, they wouldn’t have the 
major advertisers” as customers. 


Robert Foreman 


Sponsors’ limitations—if any— 
on the range of tv subject matter 
was a question that came up re- 
peatedly. Robert L. Foreman, exec 
vp, BBDO, said that the question 
of policy imposes certain limits on 
subject matter that can be recom- 
mended to advertisers for use as 
regular network programming 
fare. 

“Most advertisers don’t want to 
spend their dollars to arouse con- 
troversy that can in turn reflect 
ill on them,” he said. “That would 
be bad business.” He said that he 
had seen “instance after instance” 
in which a small amount of mail 
or a few critical comments in the 
trade press had made an adver- 


tiser apprehensive about his tv 
program. 
| Mr. Foreman cited two ex- 


|amples of how an advertiser’s pol- 


both of them admittedly extreme 
cases: (1) No auto maker would 
want to participate in a show 
which depicted the auto as the 
“ruination of the world”; (2) a 
drug account would want nothing 
to do with a melodrama about 
death by poisoning. 


s But Mr. Foreman went out of 
his way to defend advertisers 
against general criticism of their 
adverse influence on  program- 
ming. “We hear and read a great 
deal «bout the cross the public 
has to bear”... he said. “But I 
don’t believe this. In most cases, 
the advertiser’s aim is the same 
as the public’s—a good show.” 
The BBDO executive, who tes- 
tified that his agency is billing 
about $200,000,000 this year, said 
there is more scope and variety 
available to sponsors of specials 


content that had no relation to the | 


icy might affect script decisions— | 


| networks or others seek to control 
| or do control tv programming. 

| 2. The extent to which network 
ownership or control of programs 
lfor tv exhibition is necessary or 
desirable in the public interest. 

3. The extent, if any, to which 
networks exclude or seek to ex- 
clude programs not owned or con- 
trolled by them, or in which they 
have not acquired a financial or 
proprietary interest, from access to 
network tv markets. 


1. The extent, if any, to which | 
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4. The extent, if any, to which 
networks demand or require fi- 
nancial or proprietary interest in 
independently produced programs 
as a condition precedent to con- 
sideration for exhibition of such 
programs on the tv networks. 

5. The participation of networks 
or persons employed or controlled 
by networks in the acquisition, 
ownership, production, distribu- 
tion, selection, sale and licensing of 
programs for tv syndication or 
non-network tv exhibition. + 


than on _ regular series. Most 
BBDO-placed nighttime tv busi- 
ness for the coming season, he said, 
will be in the special category: 26 
specs against 9 regular series for 
the 1959-’60 tv year. The spectac- 
ulars will be used for corporate 
and product advertising, he said. 

Most shows on the BBDO rost- 
er were bought from independent 
producers, rather than from net- 
works, but Mr. Foreman also noted 
a general trend toward hour-long 
programs controlled by the net- 
works and sold to multiple spon- 
sors. Mr. Foreman welcomed this 
development, indicating that it 
gives advertisers flexibility they 
didn’t have before by permitting 
jal b to buy minutes on a season- 


al basis. This, he intimated, is 
helpful to lower-budget advertis- 
ers, as well as to seasonal buyers, 
and is “extremely important to 
| agencies.” 


s He agreed with McCann’s Terry 
|Clyne that the ultimate responsi- 
bility for selecting and scheduling 


|network shows must rest with the | 


networks. 

While questioning Mr. Foreman, 
Mr. Bryant pointed out that under 
| the law the responsibility for pro- 
gramming rests with the indivi- 
|dual station. He asked Mr. Fore- 
/man if he thought it was practical, 
in the case of national network 
programming, for the station to 
exercise such responsibility. 

“I’m afraid not,” Mr. Foreman 
said. He added that the stations 
in practice don’t have the author- 
ity, and if they did, he said, ‘“‘eco- 
nomics are such that they would 
not long be in business.” 

Mr. Foreman also voiced the 
opinion that it would make no 
difference to agencies in imple- 
| menting ad campaigns if statutory 
jor rule changing provisions were 
made to give networks the respon- 
sibility for programming on much 
the same terms that stations now 
have. 


Richard Pinkham 

Strong support for “ultimate” 
program control by networks came 
from Richard A. R. Pinkham, who 
was an NBC programming vp be- 
fore he joined Ted Bates & Co. He 
|put Bates’ billings at more than 
| $100,000,000, 80% of which goes 
into broadcasting. 

Mr. Pinkham said he thought 
;the ultimate responsibility for the 


choice of programs and_ their 
|scheduling must rest with the 
networks, “even though it’s not 


always in my best interest, since 
| sometimes they choose a program 
I disagree with.” 

If advertisers and agencies had 
this authority, it would tend to- 
ward tv. stagnation, he = said. 
And certainly the responsibility 
shouldn’t be given to the govern- 
ment; so that leaves the networks, 
he continued. 

The Bates senior vp said there 
isn’t a company that wouldn’t 
love to sponsor “Hamlet,” the Sad- 
ler’s Wells ballet, or the Chicago 
Symphony, if it was consistent 
with good business practice. Com- 
panies would like to have the 
prestige and stature that comes 
from association with such ven- 
tures, he said, but such choices 
are not possible for package goods 
products like soaps, cigarets and 


| 
| 


drugs, which must have mass cir- 
culation advertising. 


s Mr. Pinkham said it is up to 
the networks to see that contin- 
uing vitality is injected into tele- 
vision. “Without this continuing 
vitality, television can be hurt as 
an advertising medium,” he con- 
tinued, “but I don’t think an ad- 
vertiser or his agency can have 
this uppermost in his mind. We 
are business men, buying for busi- 
ness reasons.” 

Pointing out that 45% of the 
network fall schedule is made up 
of westerns or suspense dramas, 
he urged network experimentation 
to inject new formats, writers, 
stars, directors and producers into 
the medium. He suggested a half- 
hour experimental period like the 


old “CBS Radio Workshop” pro- 


gram. 

As for his buying preference for 
his lineup of primarily package 
goods clients, Mr. Pinkham indi- 
cated that they are anything but 
daring. 

“The penalty for failure is so 
great that we tend to go with those 
production companies which have 
demonstrated that they are pro- 
fessionals,” he said. ‘“‘The prudent 
tv man will select a producer he 
knows can be relied upon to keep 
up with the breakneck pace.” 


= He described advertisers as rea- 
sonable people and denied that 
sponsors are putting creative men 
into straitjackets. But he readily 
admitted that he would “turn 
down a show that would be so 
hotly controversial that it was not 
in the best interest of the client,” 
adding: “That’s what I’m paid 
for.” 

Compatibility of program and 
product and creation of an over-all 
product image are lesser consid- 
erations for package goods adver- 
tisers whose principal desire is for 
mass circulation than they are for 
marketers of higher-price items, 
Mr. Pinkham said. His example of 
a non-compatible program being 
used by Bates (for Viceroy cig- 
arets) drew a laugh: “I don’t 
think you can classify a western 
as a thinking man’s program.” 

The agency man recalled only 
one script that the agency rejected 
all season for policy reasons, of all 
those seen during the year for 15 
nighttime shows. Most of the busi- 
ness policy restrictions put on 
shows by sponsors involve “little 
taboos,” Mr. Pinkham said. Among 
his examples: A filter cigaret 
sponsor which required the heav- 
ies on his action show to smoke 
non-filter cigarets; the same pol- 
icy statement in reverse was is- 
sued by a regular cigaret sponsor 
presenting the same kind of pro- 
gram. 


Dan Seymour 


J. Walter Thompson Co. has had 
no serious trouble lining up the 
kind of buys it wanted for the 
1959-’60 season, despite the fact 
that about 65% of the program- 
ming is produced or controlled by 
the networks. 

This was the impression left by 
Dan Seymour, JWT’s vp for radio- 
tv, who was asked by Mr. Bryant 
about how agencies felt about net- 
work program control, especially 
when programs were scheduled 
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and offered to sponsors on an “ar-, ; 


bitrary take-it-or-leave-it basis.” 
Mr. Bryant indicated the 1956-’57 
and perhaps the 1959-’60 seasons 
fitted this description. 

JWT was not vitally affected in 
either season, Mr. Seymour said, 
since much of its buying had been 
done early. 


® As for networks making sched- 
ule changes, Mr. Seymour said 
there were valid competitive rea- 
sons for these. ABC, for example, 
shook up its Monday night lineup 
and installed blocks of multiple- 
sponsor hours in an attempt to doa 
better job of fighting the competi- 


tion and to make Monday a prof-| 


itable night, he said. 
Mr. Bryant asked if ABC could 


not have placed the shows on its || 


Monday schedule without acquir- 
ing the licensing rights. “Possibly, 
yes,” replied Mr. Seymour. “But 
somebody’s got to assume the fi- 
nancial risks and it’s the network 
that’s taking the risk.” 

Then Mr. Bryant asked Mr. 
Seymour if what he was saying 
was “that the reason for the net- 
works’ acquiring control of a pro- 
gram was to be in a position to 
retain it should it become a hit— 
regardless of the advertiser’s wish 
to move it elsewhere.” 

This, replied Mr. Seymour, was 
one of the reasons networks pre- 
ferred to control programs. He 


added that the advertiser could | 


come in with a show of his own 
choice and find network time—if 
he did it as early as February, be- 
fore schedules were set. 


= He said he was not terribly 
concerned with this control as long 
as the show is compatible with the 
product and the agency is permit- 
ted to have a role in its production. 

“At the point where we would 
be dictated to, we would not only 
express displeasure, we would 
withdraw our advertising,’ Mr. 
Seymour asserted. 

The JWT executive agreed with 
other witnesses that the ultimate 


NEW AGENCY, NEW AD—Orscheln 
Lever Sales Co., Moberly, Mo., has 
named Jackson, Haerr, Peterson & 
| Hall to handle its advertising. This 


is the first ad prepared by the 
agency. It will run in trade pub- 
lications this fall. 


od in the spring of 1957 to make 
way for a program which NBC 
thought could compete more ag- 
gressively against the then very 
}popular “$64,000 Question” on 
| CBS. 


| The sponsor refused to move to 
| the later time, and the spot was 
}eventually filled by an NBC-con- 
trolled show, “Suspicion.” The 
agency man said he considered 
the network’s position in this case 
an “arbitrary” one. 

The Y&R vp termed the exten- 
sion of one-hour multiple-sponsor 
shows an interesting development 
that may serve two purposes: (1) 
Enable the small advertiser, who 
can afford a minute but not a full 
show, to get on the air and (2) 
permit the big advertiser to di- 
versify his tv coverage and spread 
his risks by participating in many 
shows and time periods. 


responsibility for selection and) 


scheduling programs should rest 
with the networks. “I know of no 
other group which is willing to 
assume the kind of financial bur- 
den entailed in this responsibility,” 
he said. “They are already taking 
that responsibility and handling it 
quite well.” 


s Mr. Seymour said he had yet to 
receive a program submission from 
a local station “that was what we 
consider network calibre.” 

He put JWT’s billings at $300,- 
000,000, with $200,000,000 of that 


total coming from the U.S. and) 


50% of that figure invested in tv. 

Mr. Seymour disputed the FCC 
counsel’s suggestion that sponsors 
have what amounts to a veto pow- 
er over scripts. Sponsors do, the 
agency executive said, try to watch 
over the subject matter to make 
sure the millions of dollars spent 
to create good will don’t stir up ill 
will in any segment of the audi- 
ence, however small. 

There was the case, it was ex- 
plained, of the JWT food account 
that gave up a program because it 
showed too much violence. The 
sponsor considered this neither 
compatible with his ad approach 
nor with the public interest. 


s Estimating that there are 33 
network-controlled hour shows on 
the fall schedule, he voiced the 
hope that the trend would stop 
there. He does not want to see tv 
evolve into a kind of run-of-sched- 
j}ule system, with an advertiser 
buying a piece of time much as it 
| now buys a magazine page. 

| Mr. Levathes’ estimated his 
agency’s ’59 billings at $230,000,000 
(U. S. and foreign), with broad- 
casting—mainly tv—accounting for 
about $100,000,000 of the business. 


Philip H. Cohen 

Another specific example of an 
advertiser who was unable to 
place the show of his choice in a 
network period of his choice was 
‘given by Philip H. Cohen, Sulli- 
van, Stauffer, Colwell & Bayles 
|vp. A few years ago, he said, the 
|agency was unable to get CBS to 
laccept “The Man Who Came to 
Dinner” as a_ replacement for 
\“‘Meet Millie.” When the network 
installed a package called “Joe & 
Mabel,” the advertiser dropped the 


| 
| 


time. (Editor’s note—The ag- 
grieved advertiser was Carter 
| Products.) 


Mr. Cohen said he did not con- 
sider this an arbitrary decision on 
the part of the network. “It was,” 


= Among the subject matter areas | he continued, “merely a matter of 

considered out of bounds by JWT, | Program judgment.” The CBS pro- 

he indicated, are political mention | ramming boss believed “The Man 

or the portrayal of racial or re- Who Came to Dinner” could not 

ligious groups in a poor light. | sustain a series. Added Mr. Cohen 

| thoughtfully: “He may have been 
Peter Levathes | right.” 

An example of a sponsor who| He put SSC&B in the $45,000,000 | 
was unable to keep the program billings class—60% of that in tv| 
of his choice on the air in the/and radio. + | 
time period of his choice was put 
on the record during the testimony Harry Bennett Joins Durham 
of Peter Levathes, vp and head of| Harry W. Bennett Jr., formerly | 
the tv-radio department at Young senior vp and chief administrative 
& Rubicam. officer of Joseph Katz Co., New 

Mr. Levathes testified that the York, has joined Robert C. Dur- 
“Kaiser Aluminum Hour” was|ham Associates Inc., New York 
asked to move to a later time peri- | agency broker. 


Sherman Leaves Colgate; Bricker Succeeds 
New York, July 10—Stuart Sherman has resigned as corporate vp 
|of marketing of Colgate-Palmolive Co. in order to obtain “the full 


| board of directors where he has been since 1948. He will be succeed- 
ed by John L. Bricker, former exec vp of Outdoor Advertising Inc., 
|'who joined Colgate in May as vp of marketing planning. Mr. Sher- 
man’s association with Colgate began in 1931 when he joined as a 
salesman. He founded the Sherman & Marquette agency in 1938— 
which handles considerable C-P business—subsequently sold out and 
|in 1956 rejoined the company in his present capacity. 


"| Nets Stymied Efforts to See Pilot TV Films, FCC Told 


| New York, July 10—Lewis H. Titterton, Compton vp, testified at 
the FCC hearing (See story on Page 1) that ABC-TV earlier this year 
refused to let Procter & Gamble view two pilot films after an inde- 
pendent producer had set up the screening date. He said the agency 
was told the shows could not be shown unless the name of the client 
was revealed and the client promised to put the show in a specific ABC 
time period—provided the advertiser liked the program. He also cited 
a case where CBS refused to show the New York Compton executives 
a pilot that had already been viewed by the agency in Hollywood. He 
gave two examples of instances where the advertiser was considering 
buying a particular show from an independent packager only to find 
that a network, NBC in one case and ABC in another, had already 
obtained the air rights. The networks later sold the shows to the same 
interested advertiser—Procter & Gamble. 


Schulze & Burch Names Compton Advertising 

Cuicaco, July 10—Schulze & Burch Biscuit Co. has appointed Comp- 
ton Advertising as its agency, succeeding Roche, Rickerd & Cleary. 
The company markets Flavor-Kist cookies and crackers primarily in 
14 midwest states. This is the fifth new account for Compton, Chicago, 
since March. Others are Otoe Food Products Co.; Fastex division, IIli- 
nois Tool Works; Eversharp Pen Co. and Capitol Co., maker of Bunn 
coffee brewing equipment. 


Wyandotte Olives Account to Botsford, Constantine 

SAN FRANCISCO, July 10—Botsford, Constantine & Gardner has been 
| awarded the Wyandotte Olive account, formerly handled by Wenger- 
| Michael Advertising, effective immediately. 


‘Reader's Digest’ to Set Metropolitan N. Y. Edition 

New York, July 10—Reader’s Digest is about to announce a new 
regional edition covering the New York metropolitan area and hav- 
ing a circulation of “over 1,000,000.” Rates for the edition, which is 
expected to bow in January, will be announced later. 


O'Neil Joins K&E, Detroit, on Ford Import Account 
Detroit, July 10—Francis O’Neil, formerly manager of D’Arcy’s 
Studebaker contact office in South Bend, has joined Kenyon & Eck- 
hardt here as account executive on the Ford import line. K&E, De- 
troit, has also named Carl L. Yager assistant account executive for 
| sales promotion on Mercury. He was formerly Detroit copy supervisor. 
| Mr. Yager’s successor is Sam Gaylord, formerly with Campbell-Ewald. 


Pharmaco Names Brown & Butcher; Other Late News 
e Pharmaco Inc., Kenilworth, N. J., has shifted advertising for Saraka 
laxative, Inhiston and Imra from Ellington & Co., New York, where 
it has been for a litthke more than a year, to Brown & Butcher. The 
account reportedly bills around $200,000, mostly for Saraka. 


e William W. Holman, who until recently had been advertising director 
of Sports Illustrated, has left Time Inc. to study for the Methodist min- 
istry. When Mr. Holman was succeeded by L. L. (Pete) Callaway as 
ad boss of Sports Illustrated, it was announced he had shifted to Life in 
a managerial capacity and that he might take over a branch office 
(AA, June 29). Mr. Holman said today he had been thinking of the 
ministry “for several years” and had made up his mind “a few weeks 
ago.” 


e Sid Stone, actor and former tv comedy pitchman on the Milton 
Berle show, has been granted a summary judgment in New York su- 
preme court against Goodson & Todman on the ground that “The 
Price Is Right,” a G-T package, was “substantially lifted” from a 
1953 idea presented to Goodson & Todman by Mr. Stone. 


e William Doscher has joined Arthur Meyerhoff Associates Inc., Chi- 
cago, as director of marketing research, a new position. Mr. Doscher 
previously was market research manager of Simoniz Co. 


e The National Sales Executives will probably launch an official pub- 
lication, with advertising, in January or shortly after the first of the 
year, It has not been decided if the publication will be a weekly or 
monthly. 


e Richard F. Gorman resigned today (July 10) as director of advertis- 
ing of Admiral Corp. A successor has not been named. Mr. Gorman told 
AA that he has no immediate plans. 


e John R. O’Meallie has been named advertising director of the Times- 
Picayune Publishing Co., New Orleans, succeeding the late Aubrey F. 
Murray, who died June 23 while attending a meeting of the Newspaper 
Advertising Executives Assn. (AA, June 29). Mr. O’Meallie, who joined 
the company in 1922, formerly was regional advertising sales director 
of the Times-Picayune and the New Orleans States-Item. 


e James G. Beardsley, copy group supervisor, has been named creative 
director of the Chicago office of Erwin Wasey, Ruthrauff & Ryan. He 
replaces George F. Drake, who was granted an indefinite leave of 
absence. The agency also announced the appointments of Lewis Hellwig 
as head art director and William T. Rooks as copy chief. 


beer in ten markets in southern Illinois at the end of July. An extensive 
ad push in newspapers, radio spots and outdoor will be used. It marks 
the first time that Old Milwaukee has been sold outside of Michigan. 
Grant Advertising, Chicago, is the agency. 


r Jos. Schlitz Brewing Co. will begin marketing its Old Milwaukee 


e Friend Bros. inc., Melrose, Mass., has moved advertising for its 


rest necessitated by a serious eye illness.” He will continue on the | 
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Last Minute News Flashes AANR Indefinitely 
Postpones R.0.P. 


Color Conference 


New York, July 10—The 1959 
R.O.P. Color Conference, original- 
ly set for Sept. 29 in New York, has 
been “postponed indefinitely,” ac- 
cording to Howard C. Story, chair- 
man of the conference. 

Postponement and probable can- 
celation of the conference, which 
was to be the fourth annual color 
session sponsored by the American 
Assn. of Newspaper Representa- 
tives, came to light this week via a 
one-line reference in a news re- 
lease put out by the Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn. 

The two-page BofA release an- 
nounced the first seminar on na- 
tional newspaper advertising, to 
be held here Sept. 29—the date 
originally set for the AANR color 
conference. 


# Sponsors of the seminar, in ad- 
dition to the BofA, are the Assn. 
of National Advertisers and the 
American Assn. of Advertising 
Agencies. The AANR was not list- 
ed as a formal sponsor of the ad- 
vertising session. 

A sentence in the release listed 
Mr. Story, who is secretary-treas- 
urer of Story, Brooks & Finley, 
as a speaker at the seminar. Re- 
ferring to Mr. Story as chairman 
of the color conference, the BofA 
release added that the conference 
had “been postponed to avoid 
conflict with the seminar.” 

About six weeks ago (AA, June 
8), the AANR, admittedly strapped 
for funds to finance the color con- 
ference, asked some 75 suppliers 
of newspaper color equipment to 
kick in $5,000 apiece to help fi- 
nance the event. 

Asked about an alternate date 
for the color conference, Mr. Story 
would say only that the Sept. 29 
event had been “indefinitely” post- 
poned and that the AANR would 
“see what happens after the sem- 
inar.” # 


Dr. L. H. Sophian, 
VP of W. D. McAdams 
Agency, Dies at 57 


New Yor«, July 9—Dr. Law- 
rence H. Sophian, 57, a pathologist 
and medical director and vp of 
William Douglas McAdams Inc., a 
pharmaceutical advertising agen- 
cy, died yesterday of cancer at 
Roosevelt Hospital. 

Born here, he was graduated 
from City College of New York and 
received his medical degree from 
Harvard University in 1925. He 
joined the teaching staff of the 
Harvard medical school as an in- 
structor in pathology. In 1929 he 
became associate professor in 
pathology at the New York Post- 
Graduate Medical School, and the 
following year was named chief of 
pathology at Roosevelt Hospital. 


s In 1939 he joined the U. 8, Pub- 
lic Health Service as director of 
laboratories and research at the 
U. S. Marine Hospital at Clifton, 
N. Y. He was later promoted to 
medical director in the Public 
Health Service, retiring in 1952. 

Dr. Sophian was a member of 
the medical department of Lederle 
Laboratories before joining the 
McAdams agency in 1954. 

His widow, the former Jose- 
phine W. Smith, is an account ex- 
ecutive at Batten, Barton, Dur- 
stine & Osborn. # 


Albro Downe Named VP 


Lippincott & Margulies, 
York, has 


New 
promoted Albro F. 


canned baked beans and other foods out of Ingalls-Miniter-Haughey | Downe to vp in charge of creative 


Co. and into Hoag & Provandie Inc., Boston. 


design for package planning. 
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Young Pontiac Management Fights 
Plymouth for No. 3 Auto Sales Spot 


‘ ‘ Bi random off the assembly line every 
GM No. 2 Make Aims night he was not away from the 
to Shift Appeal to Hit plant, driving it home, and re- 
More Youthful Purchasers 


turning with comments on his in- 
Pontiac, July 8—The way Pon- 


spection in the morning. 
Mr. Knudsen is well qualifie ' 
tiac cars have been selling this 
year, General Motors’ “hottest” 


for this. Only 46 years old now, he 
has spent most of his adult life in 
car may very well win the coveted machine shops. After one year at 
third place spot in the number of Dartmouth he transferred to Mas- 
cars produced by U. S. car makers. sachusetts Institute of Technology, 
Even if Pontiac falls short of the where he was graduated = 1936. | 
No. 3 spot, Pontiac officials are He then came back to Detroit and | 
striving hard to make their car worked for three years in inde-| 
GM's second largest seller. pendent machine shops before 
With production figures avail- seeking his first job with GM. 
able through July 4, Pontiac has 
made 251,859 cars, only a shade 


behind Plymouth, which has pro- 
duced 261,464 autos. Chevrolet is 


s This turned out to be at Pon-| 
tiac, where Mr. Knudsen remained | 
in various capacities until 1949, 
when he became director of GM’s 


occupying the No. 1 spot, with — ‘ “ li J 

901,843 cars. Ford is running a central office process development 

close second, with 843,592 section, the real “look-ahead” 
“tite Bony te nee technical spot of all GM. Soon 


Ranking behind Chevy and Pon- after he had a tour of duty from 


Who in the world built this beauty. 
the only car with wide-track wheels? 


OW DISPLAY TODAY 


WHODUNIT—This newspaper ad was used to follow teaser ads which 
showed the wide-track '59s but didn’t identify them. 


|ther. We’ll offer everything the big 
lears have, plus a lower price.” 

| But the Pontiac people are not 
in the habit of sitting around and 
| waiting for customers to leave an- 


tiac among GM cars are Oldsmo- ane te S008 me Geibsingh wenn | other price classification or an- 
bile (227,993) and Buick (143,- 9) 0b pin an sing then manager|°ther, model in the same price 
048). ' ~ ager, nanager) classification. They have been 


of aircraft engines at GM’s Allison 
division in Indianapolis. 

In 1955 he was made general 
manager of GM's Detroit diesel 
engine division, prior to his taking 
over at Pontiac in 1956. 

Another important change was 
made in the Pontiac top executive 
staff, when Elliott M; Estes en- 
tered as chief engineer, with a 


Pontiac dealers in June sold 37,- 
387 new cars, a 93% increase over 
the June total a year ago. Pontiac’s 
own six-month sales figures show 
212,147 cars sold up to July 1, a 
74% gain over the first half of '58. 

Last year at this time Oldsmo- 
bile was running fourth, with 
172,104; Buick had fifth position 


|putting up a strong campaign for 
|new business, particularly among 
| the newer and younger buying 
| families, the ones who are making 
moves to suburbs, anticipating a 
long-range increase in family in- 
comes in this group. 


s Although Pontiac is not throw- 


with 129,413, and Pontiac was in|, ; jing down the segment of its buy- 
sixth place, with 120,185 automo- background of study at GMI In- “- public which for years regard- 
biles. Chevy, Ford and Plymouth ed it as an old and reliable vehicle, 
were in first, second and third “good for 100,000 miles, and looks 
spots respectively. Bunky Knows His Chevies like it’—it is seeking younger 

There is a story about Mr. customers, as well. The quoted 


® Just about everyone has a dif-| 
ferent explanation for the sales | 
phenomenon. Top executives 


Knudsen’s youth quite often 
repeated when the question 
of his automotive know-how 
comes up. He says it is com- 
pletely true. His father, then 
general manager of Chevro- 
let, responded to the youth's 
request for a car of his own 
by saying he could have one 
if he knew how to put it to- 
gether, 

Bunky reported to a work- 
room at the Chevrolet plant, 
after school hours, to find 
several hundred of odd parts, 
large and small, scattered 
about on benches. It took him 


at 
Pontiac believe they have a good 
team and an open field, have} 
their hands on the ball and are 
running with it. 

Agency men see a slightly dif- 
ferent picture. “We've got a hot 
car to handle,” said one executive 
at MacManus, John & Adams, 
Pontiac’s agency since 1933. 

“We don’t want to give the im- 
pression we are the whiz kids over 
here who are doing the job. We 
are just getting a lot of courageous 
acceptance on somewhat differ- 


ent advertising approaches, and almost two months of labor, || 
these are paying off. but he finally had one whole 
Consensus, almost unanimous, Chevrolet. 


is that Pontiac division has a great 
team of younger executives, with 
wide experience in other automo- 
tive operations, who came in about 
three years ago and took aim at 
a target—making Pontiac the No. 
2 General Motors car in point of 
sales—a spot for which it was in- 
tended some 30 years ago, but 
which it actually has attained 
only once, in 1935. 


stitute at Flint, and then three 
years as a research engineer with 
the GM research laboratories. 

He joined Oldsmobile as a de- 
velopment engineer in 1946. By 
May, 1954, he was serving as as- 
sistant chief engineer at Olds. 
This was the man Mr. Knudsen 
got from his present closest GM 
rival, Olds, in 1956, when Olds and 
Buick were both giving Pontiac a 
hard time for that coveted No. 2 
GM sales post. 


s No one at GM told Semon E, 
(Bunky) Knudsen in July, 1956 
that he was being appointed gen- 
eral manager and vp with that 
specific end in 
view, but he 
started with vim. 
About the first 
thing he did was 
order the remov- 
al of the widely 
known ‘‘silver 
streaks” that had 
identified the car 


® Another one of the younger ex- 
ecutives who have “beefed up” 
Pontiac in the past three years 
is Frank V. Bridge, with broad 
sales experience at Buick from 
1941 through 1956. Mr. Bridge fills 
the job of general sales manager. 

Another new name in the top 
merchandising post at Pontiac is 
John F. Malone, advertising man- 


for years (his\ager, who has been with GM 
father, the late! since 1938, when he started at the 


S. E. Knudson William S. Knud-| New York World’s Fair, and with 


i Sen, had been in-| pontiac since 1940. In recent years 
fluential in putting them on two/| 


decades before, when he was pres- 
ident of GM). Bunky Knudsen or- 
dered the bands off at a time when 
it meant some delay in introduction 
of the new 1957 models. In that he 
was directly responsible for a 
changed Pontiac appearance that 
could not otherwise have been | to do it. His reply was: 


eastern zones. He came into the 
top advertising job last April 1. 


terviewing Mr. Knudsen on his 


he has been manager of various | 


s About a year ago a writer, in-| 


obvious aiming point at the No. 2) 
spot, asked him how he was going | 


| “pPoyrTIac 


Jou can Think goursell into this! 


li | 


| 
| AND LOOKS LIKE IT—This ad of a dec- | 
lade ago shows the “100,000-mile” | 
lold-style Pontiac with the now-| 
vanished silver streaks. | 


description had been somewhat} 
disparaged by Pontiac dealers 
looking for more appearance-con- 
scious buyers. 
Mr. Knudsen had a survey made, 
found that Pontiac’s average buyer | 
was above 40 years of age, and 
has pointed his advertising, design | 
and general sales planning to strive 
to get this down five to ten years. 
The division reports some success, 
and expects to make another check 
at the end of the 1959 registration 
year. Dealers talked to report a de- 
cided interest in showrooms on 
the part of the younger group. 
The staff at MacManus, John & 
Adams, spurred on by President 
Ernie Jones, who at one time was 
Pontiac account executive, is 
shooting for this youth group. 


|@ “There isn’t so much to getting | 
|out of this low-priced field as you 
might think,” said Paul Newman, 
another MJ&A executive. “Today 
there are 54 models of Chevrolet, 
Ford or Plymouth priced above | 
| the lowest-price Pontiac, the two- 
'door Catalina, and this does not 
include the Thunderbirds or Cor- 
vettes. 

“This count was made by Polk’s 
| National Registration Service, and 
is not our claim,” he said. 
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the sponsor’s name.” 

These shows have included such 
personages, on “‘Pontiac’s Star Pa- 
rade,” as Ginger Rogers, Victor 
Borge, Phil Silvers, Louis Jourdan, 
Perry Como and Gene Kelly. 


@ The features Pontiac has been 
accentuating, among some _ 65 
|claimed as new at opening time, 
‘are its wider tread, “for safety 
land greater roadability,” and the 
new body design. 

Actually Pontiac’s 59 body has 
not expanded more than has any 
jother GM car: all are made on 
| the basic body shell, and all are 
j}about 3” wider, as patrons with 
|narrow garage doors are finding 
out. Pontiac in 1958 has a tread 
|width of 58.7”, in 1959 63.7”, as 
against a 1958 body width of 77.4” 
jand a 1959 width of 80.7”. Olds, 
|for instance, gives its over-all 
| width this year as 80.8” but its 
tread is narrower than Pontiac’s. 


PONTIAC! AMERICA’S MUMBER (1) ROAD CAR! 


ae 


| experience, 


|car—just thought it did—and 
have had to revise schedules and 
|come out with so-called “small 


|s Apart from the general meet- 


|MJ&A’s Ernest Jones. 


he was aiming to do in holding} 
the price line down. In 1958, a’ | 
time of model announcements, he | 
said, Pontiac was showing price re- 
ductions. 

That Pontiac has been gaining 
steadily in the percentage of its 
cars going into the so-called low- 
price classification is shown by the 
following figures from its own 
sources in recent years: Economy 
group sales were only 6.75% in| 
1952; 8.11% in 1953; 12.23% in| 
1954; 25.20% in 1955; 45.78% in 
1956; 48.84% in 1957, and 59.53% 
in 1958. 


s Pontiac officials expect the per- 
centage of its sales among 
economy models to be above 60% 
for 1959, covering the Catalina 
group, as against Star Chief and 
Bonneville combined. This is in 
line with the industry’s general 
which is showing a 
continued upsweep in purchasing 
of its lower-price models, to the 
consternation of some top motor 
officials who had guessed the pub- 
lic really didn’t want a cheaper 


cars” when showroom demand 
showed them wrong. 


ings sponsored by the company in 
key dealer gathering points, with 
small groups capable of personal 
exchanges, the MacManus, John & 
Adams crew in recent years has 
followed up with a like dealer visit 
program of its own. 

“We don’t just go in to tell them 
what the program is,” explains 
“We want 
them to tell us how to make it 
better. I guess we spent probably 
$20,000 on getting this education 
in the last year, but it’s paying 
off.” 

Jim Graham, account executive 
on Pontiac, talked in more detail 
on the copy tone accompanying 
the 1959 campaign. Major maga- 
zine ads of an evolutionary nature 
came in advance of the car’s ap- 
pearance, to indicate a new and 
modernized Pontiac was coming. 


s “Back then Pontiac was iden- 
tified as a good, safe, reliable and 
conservative car,’ explained Mr. 
Graham. “Of course we are doing 
nothing to indicate a change in 
quality, safeness or reliability, but 
we are definitely looking for that 
younger age group.” 

Then came the first ads to in- 
crease anticipation and acceptance, 
followed by newspaper ads to get 
into the more explicit features 
and bring the new cars closer to 


its]. 


s With everyone of an executive 
capacity in the auto business re- 


IMAGE—Pontiac wooed dealers wth 

offbeat business paper ads like this 

one, attempting to remodel the 
trade image of the ’59 models. 


vising estimates almost weekly on 
what the 1959 output will be (not 
in the model year, but in the cal- 
endar year), as sales continue up- 
ward, Pontiac is expecting to im- 
prove on its target of total sales 
in the industry above 7%, 
which it named last fall. How 
much no one out there is willing 
to guess. It’s quite certain, though, 
it’s going to clinch that No. 2 spot 
at GM. # 


Adam Young Names Two; 
Adds Three Radio Stations 

John Stella, formerly manager 
of the Detroit office of Adam 
Young Inc. and Young Television 
Corp., station representatives, has 
been named to the new post of 
manager in the Chicago office of 
Young TV. Clinton O’Dell (Dell) 
Simpson, formerly an _ account 
executive in Adam Young’s San 
Francisco office, has been named 
manager of the radio representa- 
tive’s St. Louis office, replacing 
Jack Hetherington, who resigned 
to form a tv representative com- 
pany bearing his name in St. 
Louis. 

Adam Young has been named 
to represent three radio stations: 
WPEO, Peoria, MIll., formerly 
handled by Bolling Co.; KIOA, 
Des Moines, previously with Weed 
Radio Corp., and KDAY, Santa 
Monica, Cal., formerly with Dar- 
en F. McGavren Co. 


Piper Joins Air Magazine 
Morley L. Piper has been ap- 
pointed New England advertising 
manager of Air Force/Space Di- 
gest, anew position. His headquar- 


the public. Radio and tv spots were 
used liberally around announce- 
ment time, to gain the needed im- 
mediate recognition. 

“This year the visual means was 
the logical thing, as it allowed us 
to picture the talking points which 


/we were pressing most,” said Mr. 


ters will be at 428 Essex St., 
|Hamilton, Mass. Mr. Piper pre- 
|viously was a member of the sales 
staff of the Boston Globe for the 
‘last seven years. 
Hopper to Dix & Eaton 

L. C. Hopper, for six years ad 


achieved for another year. | “I’m going to make Pontiacs so| This sort of analysis, and sharp- 
Next Mr. Knudsen started the good that anyone leaving the low- | shooting against it, is just one ex- 
practice of taking a new car at/price field will have to go no fur-|ample of what Mr. Knudsen said | 


|Graham. “Later we went into a| manager of Elwell-Parker Electric 
series of spectaculars for Pontiac|Co., Cleveland, has joined Dix & 
—about one a month—to impress! Eaton, Cleveland agency, as vp. 
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Even the biggest manufacturer doesn’t sell enough mattresses in a 
year to supply LIFE-reading households. 
Just one ad in a single issue of LIFE reaches 15,300,000 U. S. 
households — households which account for 42 cents of every dollar 
spent on mattresses. And in six issues, this spending power builds 
to a highly profitable 74 cents of every mattress dollar. 

That’s a big market of buyers. A tremendous opportunity for sellers. 
And both are going to get bigger. 


For growth is a fact of LIFE, too. In the last quarter of this 


year, LIFE’s bonus to advertisers will be 400,000 over its present rate 


base of 6,000,000 copies a week. 


And next year—when mattresses, deodorants, cigarettes and so 
many other products will be selling at all-time highs—LIFE’s circu- 
lation base will be at an all-time high also—6,500,000 copies a week. 
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